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ABSTRACT 
Introduction 
Retailing evolved w i^th bartering a form of trade in earlier times where people 
exchanged goods towards satisfying their basic needs. As societies developed it grew 
into an organized industry. Retailing consists of sale of goods or merchandize from 
fixed location in individual lots for direct consumption by the buyer. India tops the 
lists for most attractive countries for international retail expansion, according to AT 
Kearney's Global Retail development Index 20D6. The Indian retail market is fifth 
largest retail destination across the globe. 
The study focuses on what implications does organized retail has on buyer behaviour 
That is how organized retail affects bxiyet behaviour and how consumers respond to 
that. The study tries to find out the relationship between various dimension of 
organized retail and dimension affecting buyer behaviour. 
Organized retailing in India is a new phenomenon. Understanding the reasons for 
consumer shopping in a retail store is important for the retailer. An insight into what 
provokes a customer to patronize a particular store helps the retailer in strategy 
formulation. It is important for retailers in India to understand the shopper's 
evaluation on store image attributes and shopping motivations, as based on these 
evaluations retailers could manipulate relevant marketing strategies to capture 
markets. 
We chose India to explore shopping motives of retailing stores since the format is 
relatively new to Indian shoppers, and their consumption cultures may be different 
from the one with previously researched countries, i.e. the USA or the European 
countries. An awareness and understanding of the Indian consumer's underlying 
shopping motivations and its impact should facilitate the ability to adapt the 
marketing approach where needed. 
The study is expected to contribute to the knowledge about consumer needs of 
retailing services. Such knowledge is anticipated to assist supermarket management m 
the process of formulating marketing strategies necessary to retain existing customers 
and to influence the perception of potential customers. 
Review of Literature 
Store image is complex in nature. It is one of the reasons why about as man\ 
definitions of store image as scholarly publications can be cited. Early scholars, such 
as Martineau (1958), described store image as a store's personality and the way in 
which the store is defined in the shoppers' mind, partly by its functional qualities and 
psychological attributes. Another perspective is that store image is a set of attitudes 
based on the evaluation of those store attributes deemed to be important by consumers 
(James, Durand & Dreeves, 1976). The various dimensions of store image attributes 
include retail merchandise, shopping convenience, atmospherics and retail 
communication. 
Kunkel and Berry (1968) found that the factors deemed to be important for shoppers 
in retail stores were price, quality and assortment of merchandize. While shopping at 
a local shopping centre price/value relationship and quality of merchandize were 
found to be important determinants (Jolson and Spath, 1973). These were considered 
as salient store characteristics that influence consumer patronage decisions (Bearden, 
1977). 
Convenience is another factor deemed to be important for shoppers in retail stores. 
The basic consumer motive in selecting supermarkets as identified from the studies 
surveyed were friendliness of staff, fast checkouts and ease of shopping (Skinner, 
1969). In an extensive store choice survey the convenience attribute identified was 
location followed by service. Department store customers were more concerned with 
store location, ease of shopping process and post transaction satisfaction. Store 
opening hours were another important convenience factor identified while shopping. 
Retail stores have personalities which are created from a combination of store layout, 
architecture, symbols and colours. The factors perceived to be important for shoppers 
when they come to shop in retail stores is store atmosphere. Ambient and social 
elements in the store environment provide cues that consumer use for inference ot~ 
store image attributes. 
Retail Communication is another important store image attributes which create store 
personalities. The perception of a store image is based on individual experience in a 
store by seeing advertising and window displays. In a study in Malaysia it was found 
that consumer retail choice was affected by store promotion and advertising (Well, 
Husin and Omar, 2003). An empirical assessment of multiattributes of store image 
showed that the most important attribute found out while choosing a store included 
sales promotion while in a quantitative study the most important dimension while 
selecting the store was advertising by the store. In a study shopping behaviour of 
supermarket consumers in Kuwait promotion was the most important attribute 
affecting store choice. 
People visit stores with the aim of obtaining a particular product and they expect to 
gain utility offered by that product. While for others, shopping is way to find a 
suitable product to fulfill their needs. Provision or economic shopping is daily 
shopping that is motivated by necessity. Shopping is viewed as medium for 
socializing, and also an opportunity to interact with others having similar interests. 
Shopping also brings pleasure through bargaining over price. According to Dholakia 
(1999), occasion and motives are also some crucial points which influence the 
consumers shopping behavior. 
Some people use shopping as recreational activity. Others go to the store with the 
main purpose of interacting with the store environment in order to feel stimulated in 
order to gain adventure thrills, stimulation, excitement and entering a different 
universe of exciting sights smells and sounds. Another motive for shopping is 
socialization and it consists of shopping for friends and family, shopping for others, 
shopping to find perfect gift for someone, shopping to socialize and shopping to enjoy 
crowds. The third shopping motive is shopping for gratification which consists of 
shopping to get a break from daily routine, to forget about day to day anxiety, to get 
refreshed, to get energized, to feel that they are in their own universe, to relieve stress, 
for adventure and for an overall stimulating experience. 
Research Model 
The variables identified were Retail Merchandize, Shopping Convenience, 
Atmospherics, Retail Communication, Utilitarian shopping motive. Socialization 
Shopping motive and Gratification shopping motive. 
The proposed research model is to test the impact of store image attributes on the 
shopping motives and to test the impact of Utilitarian shopping motive on 
socialization shopping motive, the impact of Socialization shopping motive on 
Gratification motive, and utilitarian shopping motive on Gratification shopping 
motive. 
Emergent Research Questions from literature surveyed are as follows 
What store image attributes is salient in the buying behaviour of consumers? 
Do Store Image Attributes and shopping motives vary with the demographic profile of 
the respondents? 
Do Store image Attributes have an impact on the shopping motives of consumer? 
The research objectives of the study were 
• To identify that which Retail Store Image Attribute does consumers perceive 
as important while shopping. 
• To identify shopping motives of customers when they come to shop in retail 
stores. 
• To find the effect of different store image attributes on shopping motives. 
• To find the interaction between different shopping motives. 
The hypotheses framed were as follows: 
HI There is no significance difference on store image Attributes with 
Demographics. 
H2 There is no significance difference on shopping motivations with 
Demographics. 
H3 There is no significant difference on Store Image Attributes with in shop 
timeline experience. 
H4 There is no significant difference on shopping motivations with in shop 
timeline experience. 
H5 There is no significant effect of store image attributes on shopping 
motivations. 
H6 There is no significant correlation between different shopping motives. 
A conclusive research design was incorporated to carry out the research within which 
a descriptive design was selected. Under descriptive research a single cross sectional 
design was used. The research Instrument consisted of structured questionnaire that 
was specially designed for the study. The questionnaire was refined on the basis of the 
feedback received during the pilot study. Thus the instrument has been refined 
accordingly based on the pilot findings and face validity. The research instrument, a 
structured questionnaire was developed to collect data on the variables in this study. 
The questioruiaire had 54 items. Questions 1-22 dealt with various store image 
attributes while questions 23-54 dealt with the various shopping motives dimensions. 
Of the framed questionnaire pilot testing was done before the final instrument was 
developed; a preliminary questionnaire was designed and tested to validate the scale 
items to be used in the study. To check the face validity of the questionnaire, several 
subject experts were asked to evaluate the statements of the questionnaire regarding 
the content, layout, wording and ease of understanding the measurement items. The 
structured questionnaire was first pre-tested on a representative sample of 225 
respondents. On the basis of preliminary analysis of responses obtained which was 
based on five point Likert scale it was decided to randomize the ordering of 
statements to minimize the respondent bias. 
Sampling procedure involved a population consisting of both male and female 
shoppers who come to shop in shopping malls and stores in Delhi & NCR, Mumbai 
and Pune. The sampling frame consisted of list of shopping malls and retail stores in 
Delhi & NCR, Mumbai and Pune. The sample size consisted of 1200 shoppers who 
come to shop in malls and retail stores in Delhi &NCR Mumbai and Pune as 
determined by the formula. For data collection purpose non probability convenience 
sampling intercept survey method was used to reach the customers. The shoppers 
were intercepted at various locations when they had completed their shopping. 
Exploratory factor analysis (EFA) was performed to check for loading of the items on 
the constructs of interest. The reliability of the scale was calculated using Cronbach's 
Alpha. The nature of the data necessitated the use of parametric test for example 
Independent sample T test and ANOVA. 
The collected data from the field survey was subjected to scale refinement and 
validation and then the data was factor analyzed in order to unearth the latent factor 
based on the factor loadings. The instrument was subjected to tests of reliability and 
validity thereby ensuring standardization, the technique used in this research is 
Exploratory factor Analysis. Before proceeding with EFA, Kaiser-Meyer-Olkin 
(KMO) Measure of Sample Adequacy and Bartlett's test of Sphericity were 
performed. The KMO and Bartlett's test of sphericity scores were found to be 
adequate signaling that the data was suitable for factor analysis 
This resulted in 7 factors on the basis of along with their respective items, FJgen 
values, factor loadings and percentage of variance explained. These were Retail 
merchandize, Shopping Convenience, Atmospherics, Retail Communication, 
Utilitarian Shopping motive. Socialization Shopping motive and Gratification 
Shopping motive. 
Findings 
Based on the study the major findings that can be deduced are as follows:-
Store Image Attributes: The store image attributes which were highly identified 
were Quality of merchandize. Variety of merchandize, fashion goods and store 
opening hours. Shoppers of younger age group place importance on quality of 
merchandize, convenient parking facilities, convenient payment facilities and store 
opening hours. Unmarried shoppers give importance to range of fashion goods while 
married shoppers give importance to prices with respect to competitors. Less than Rs. 
25 thousand income group placed importance on prices with respect to competitors 
and convenient payment facilities and store opening hours. Rs. 25-50 thousand 
income group placed importance on product variety and convenient payment 
facilities, Rs. 50-75 thousand income group placed importance on the product quality, 
Rs.75 thousand-1 lakh group placed importance on the range of fashion goods and 
greater than 1 lakh group placed importance on all the five merchandize attributes. 
Based on educational qualification it was found that high school group placed 
importance on quality of merchandize while all other groups placed importance on 
variety of merchandize present in the store. On the basis of time spent during 
shopping per visit findings also revealed that less than 1 hr and 1-3 hours group 
placed more importance on variety of products. It was found by the questionnaire that 
shoppers, who spend less than one hour per shopping visit, attribute all dimensions of 
atmospherics as a very important shopping attribute for their retail mall selection 
criteria. 
Shopping motives: Findings indicate that while shopping consumers of age group 
less than 20 years gives more importance to value for money. Age group 20-30 years 
gives importance to find the product that they need while age groups 30-40 years and 
40-50 years give importance to the product that they need. On the basis of educational 
qualifications findings revealed that high school group and senior secondary School 
group placed importance on value for money, while graduation and post graduation 
group placed more importance on finding the product that they need. It was also 
found that shoppers who visit once a week placed more importance on all the 
socialization motive dimensions. On the basis of time spent during shopping per visit 
findings revealed that less than Ihr group placed more importance on shopping with 
friends and family. Shoppers who visit store for 1-3 hr and greater than 3 hr placed 
more importance on shopping for friends and family. Assessing the elements of 
gratification shopping motive it was found that less than 20 years age group gives 
more importance to have a break from daily routine and to forget about day to da> 
anxiety. Age groups 20-30 years and 30-40 years give importance to forget about day 
to day anxiety while age group 40-50 years gives importance to going for shopping as 
it feels better. Based on time spent during shopping per visit, it was found that less 
than Ihr group placed more importance on forgetting day to day anxiety while 1-3 hrs 
and greater than 3 hrs placed more importance on shopping to have a break fi-om daily 
routine. 
Managerial Implications 
Based on the study following managerial implications can be devised: 
1) Towards detailing the store image attribute personality buildup retailer must 
focus their attention on the merchandize quality, variety, prices and range of 
fashion goods. 
2) Attention of the retailer must be directed towards aspect for store location, 
parking facilities, convenient hours caring attitude of store personnel's and a 
good product service and knowledge. 
3) Retail managers must also address their attention to atmospherics elements in 
retail environment. 
4) Retail communication should form an important visibility enhancing 
dimension for retailers to communicate the need of the shoppers bringing them 
into the store. 
5) Retail managers must restructure shopping services for retailers who are hard 
pressed for time and look for convenience in term of shopping time and 
duration. 
Limitations of the Study 
1) There were limitations in terms of time, fund and willingness of the 
respondents to participate in the study. 
2) There is a possibility of respondent bias. They may have give replies that are 
desirable form their point of view. 
3) The accessibility of the customer was a problem, as most of the stores do not 
allow in store surveys, hence the times spent in searching shoppers for their 
responses was considerable. 
Future research Directions 
The following recommendations can be made regarding future research 
1. The study was descriptive in nature and more research is needed to delineate 
the formation of store image. 
2. The variables determining the store image included in this study were limited. 
Future research should consider other variables which include the explanatory 
power of the findings 
3. The ability of the respondents to differentiate between very similar stores 
would be another interesting application of the store image management 
technique. 
4. There is need for continued research in the area to keep track of the shifts 
occurring in the Retail industry in India. This is all the more necessary as the 
retail industry is in its stages of infancy in India. 
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PREFACE 
Retailing involves the business activities involved in selling goods and services to 
consumers for their personal, family and household use. It includes every sale to the 
final consumer ranging from cars to apparel to meals at restaurants to movie tickets. 
Retailing is at last stage of the distribution process. 
Retailing occupies a strong position in the economies of all the societies. However 
retailing is by no means static. We are witnessing an increasing series of changes in 
retailing with the retailing sales at the highest point in the history. Wal Mart is now 
the leading company in the world in terms of sales ahead of ExxonMobil, General 
Motors and other manufacturing giants. 
Retailing in India is one of the pillars of its economy and accounts for 14 to 15 
percent of its GDP. The Indian retail market is estimated to be US$ 450 billion and 
one of the top five retail markets in the world by economic value. India is one of the 
fastest growing retail markets in the world, with 1.2 billion people. Until 2011, Indian 
central government denied foreign direct investment (FDI) in multi-brand retail. 
forbidding foreign groups from any ownership in supermarkets, convenience stores or 
any retail outlets. Even single-brand retail was limited to 51% ownership and a 
bureaucratic process. 
The retail sector in India is highly fragmented with organized retail contributing to 
5% of total retail sales. Organized Retail is growing rapidly with the emergence of 
large organized chains like Shoppers stop, Lifestyle, Pantaloons etc. 
The present study focuses on various dimensions and measures of organized retail that 
are likely to impact the consumer behaviour in India. The findings of the study would 
provide a view of organized retail in India and Buyers behaviour associated with it. 
This would help Indian companies improve their performance in Indian Retailing 
Industry. 
This thesis is divided in to five chapters. Chapter one begins with the Introduction. It 
describes about Retailing, Retailing industry in India, the Research background and 
Motivations. 
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Chapter two consists of the Review of Literature on the Store Image dimensions and 
Shopping Motivations. 
Chapter three deals with the Research Design, the Research Hypothesis and 
procedures to be followed for conducting the study, specifically this chapter describe 
the instrument development process, pilot study and pretesting, Data Collection and 
Data Analysis procedures. The issues of Reliability and Validity of the measurement 
scales are addressed here. 
Chapter four focuses with the analysis of the data collected for the purpose of the 
study. Factor Analysis, ANOVA, T Tests, Correlation and Multiple Regression were 
used for the Analysis. This chapter highlights the interpretation of the same. 
The last chapter deals with the Conclusions and Implications and also provides the 
direction for future research on the basis of insights gained from the present study. 
Naved Shamim Malik 
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Chapter-1 Introduction 
This chapter is divided into eleven parts. The first part discusses about the evolution 
of Retailing. The second part discusses about Retailing as a concept. The third part 
discusses about the Indian Retail Market. The fourth part discusses about the recent 
developments in the Indian Retail markets. The fifth part discusses about the concept 
of buyer behaviour. The sixth part discusses about various dimension of Organized 
Retailing in the context of Buyer Behaviour. The seventh part discusses about the 
research background and research motivation. The eight part discusses the concept of 
Implications that Organized Retail have on Buyer behaviour. The ninth part discusses 
about the research procedure adopted. The tenth part discusses about the Chapter 
Schema and the eleventh part provides the information about the chapter summary. 
1 Introduction 
1.1 Evolution of Retailing 
Bartering was the form of trading in earlier times. Most of the people were self 
contained with self satisfying their needs, like growing their own foods making their 
own clothing's and they consisted of providing themselves with basic necessities. 
However not all of them were self sufficient farmers. Some of them were 
professionals and they established places of business along sea ports. 
Craftsmen and skilled workers opened their shop along the town where they made and 
sold their products. Eventually merchants set up ware houses and offered for sale 
improved linens, glassware's, tools, and many other products. They were also the 
supplier of merchandize. 
1.2 Retailing 
Retailing consists of the sale of goods or merchandize from fixed location in small or 
individual lots for direct consumption by the buyer. Retailing may include 
subordinated services, such as delivery. Buyers may be individuals or businesses. A 
"Retailer" buys goods or products in large quantities from manufacturers or importers, 
either directly or indirectly through a wholesaler and then sells smaller quantities to 
the end-user. Retail establishments are often called shops or stores. Retailers are at the 
end of the supply chain. 
1.3 Retailing in India 
India tops the list for most attractive countries for international retail expansion, 
according to AT Kearny's Global Retail Development Index 2006. 
The Indian retail market is gradually but surely opening up. The Indian retail market 
is the fifth largest retail destination all across the globe. It has been ranked as the most 
attractive emerging market for investment in the retail sector in 2009. In the entire 
Gross Domestic Product of India, the share of retail trade was between 8-10% in 
2007, where presently it has touched around 12%, and in all probability will touch 
22% by the end of 2010. India's retail sector is estimated to touch US$ 833 billion by 
2013 and US$ 1.3 trillion by 2018, with a compound annual growth rate (CAGR) of 
10% - which is quite lucrative. All these estimations are due to the fact that the 
consumer spending has seen a rise of around 75%, in the past four years. The 
Organized Indian retail market is slated to grow at a CAGR of 40%, touching US$ 
107 billion by 2013. 
5% of the Indian retail market is occupied by the organized retail sector, which is all 
slated to witness the majority number of large format malls and branded retail stores. 
The increase in the number of such malls would be first seen in South India, followed 
by North, West and the East over the coming two years. Another latest research shows 
that more than 100 mall spanning a space of over 30 million sq feet is estimated to 
open in India between 2009 and 2010 end. Investment in the organized retail market 
would be around US$ 503.2 million in 2009. This could go fiirther up to US$ 1.26 
billion in the next four to five years, at a CAGR of 40%). 
Table Nol-1 Indian Retail Market (Rs. Crore) and the Organized Indian Retail 
Market (Rs. crore) 
Categories 
Retail Segments 
Clothing textiles and 
Fashion Accessories 
Jewelry 
Watches 
Footwear 
Health & Beauty Care 
Services 
Pharmaceuticals 
Consumer Durables, 
Home Appliances 
Mobile Handsets, 
Accessories& services 
Furnishings, Utensils, 
Fumiture-home& Office 
Food & Grocery 
Out-of-home Food ( 
Catering) Services 
Books, Music & Gifts 
Entertainment 
total 
Indian Retail Markets 
2006 
113.5 
60,200 
3,950 
13,750 
3,800 
42,200 
48,100 
21,650 
40,650 
743,900 
57,000 
13,300 
38,000 
1,200,000 
2007 
131300 
69,400 
4,400 
16,000 
4,600 
48,800 
57,500 
27,200 
45,500 
792,000 
71,300 
16,400 
45,600 
1,330,000 
% 
growth 
15.7 
15.3 
11.4 
16.4 
21.1 
15.6 
19.5 
25.6 
11.9 
6.5 
25.1 
23.3 
20 
10.8 
Organized Retail 
2006 
21,400 
1680 
1,800 
5200 
400 
1100 
5,000 
1740 
3,700 
5800 
3,940 
1680 
1,560 
55000 
2007 
29.8 
2300 
2,150 
7750 
660 
1540 
7,100 
2700 
5,000 
9000 
5,700 
2200 
2,400 
78300 
% 
growth 
39.3 
36.9 
19 
49 
65 
40 
42 
55.2 
35 
55.2 
45 
30.9 
54 
42.4 
Source: India Retail report 2007 
The Indian Retail market stood at Rs.l, 330,000 crore in 2007 with annual growth of 
about 10.8 per cent. Of this, the share of organized Retail in 2007 was estimated to be 
only 5.9 per cent, which was Rs.78, 300 crore. But this modem retail segment grew at 
the rate of 42.4 per cent in 2007, and is expected to maintain a faster growth rate over 
the next three years, especially in view of the fact that major global players and Indian 
corporate houses are seen entering the foray in a big way. Even at the going rate, 
organized retail is expected to touch Rs.2, 30,000 crores (at constant prices) by 2010, 
constituting roughly 13 per cent of the total retail market. 
In the overall Retail market share food and grocery was the dominant category with 
59.5 per cent share, valued at Rs.792, 000 crore, followed by clothing and accessories 
with a 9.9 per cent share at Rs.l31, 300 crore. Interestingly, out-of-home food 
(catering) services (Rs.71, 300 crore) has overtaken Jewelry (Rs.69, 400 crore) to 
become the third largest retail category, with a 5.4 per cent market share - this largely 
reflects the massive employment opportunities to youngsters in the services sector and 
accompanying changes in consumer lifestyles. 
Consumer durables (Rs.57, 500 crore) is the fifth largest retail category followed by 
health & pharmaceuticals (Rs.48, 800 crore), entertainment (Rs.45, 600 crore), 
furniture, furnishings & kitchenware (Rs.45, 500 crore), mobiles & accessories 
(Rs.27, 200 crore), leisure retail (Rs.l6, 400 crore), footwear (Rs.l6, 000 crore), 
health & beauty care services (Rs.4, 600 crore) and watches & eyewear (Rs.4, 400 
crore) in the order. 
In the Organized retail segment, the picture is different altogether, clothing & fashion 
accessories is the largest category with 38.1 per cent of the market share, valued at 
Rs.29,800 crore, followed by food & grocery accounting for 11.5 per cent of the 
organized retail market at Rs.9,000 crore , footwear with 9.9 per cent of the organized 
retail market share at Rs.7,750 crore, consumer durables with 9.1 per cent market 
share at the fourth place (Rs.7,100 crore), and out-of-home food (catering) services 
and furniture, furnishings & kitchenware retail in the order. 
The mobile & accessories retail market has shown fastest growth in 2007 (25.6%) 
over the previous year, the other two prominent categories being out-of-home food 
(catering) services where growth was 25.1 per cent and books, music & gifts leisure 
category which achieved 23.3 per cent growth. 
In the organized retail segment, however, the fastest growth was recorded in the 
health & beauty care services category (Rs.660 crore), which grew at the rate of 65 
per cent in 2007 over the previous year - again a reflection of rise in services sector 
employment that demands proper grooming. The second fastest growing organized 
retail category is that of entertainment (53.8%), followed by the mobile phones & 
accessories and the food & grocery retail categories, both of which achieved 55.2 per 
cent growth in 2007. 
Much of the stupendous growth opportunity in catering services (25.1%) and leisure 
retail (23.3%) categories was utilized by the unorganized retailers because organized 
players could not keep up to the desired growth momentum. A closer study of the 
retail growth story at constant prices shows that in both these categories growth of 
organized retail was higher in 2006 (41.7% and 26.1% respectively) as compared to 
2007 (37% and 25%). 
At constant prices, growth in the fashion & accessories retail category, both in the 
overall market and the organized retail segment, have been consistently positive since 
2004: while the overall market grew 12.8 per cent in 2007, the organized segment 
grew 35.5 per cent. 
hi jewelry retail, the overall market growth was higher in 2007 (9.6%) as compared to 
the previous year (9.2%) but growth in organized retail was slightly at a lower pace in 
2007 (31%) as compared to the previous year. 
The overall market growth in the time wear category has declined from 10.7 per cent 
in 2005 to 9.7 per cent in 2006 and fiirther down to 8.9 per cent in 2007. However, 
growth in organized retail was higher in 2007 (16.6%) as compared to 2006 (14.8%). 
Popularity of mobile phones is to a large extent responsible for the dampening of the 
overall market growth in this category while the renewed enthusiasm in the organized 
segment is on account of the fillip from luxury brands and offerings that are 
positioned more as a hi-end lifestyle statement than on the fixnctionality aspect of the 
product 
In footwear retail segment, the overall market as well as its organized segment, has 
grown faster year after year but growth in 2007 was especially remarkable: the overall 
market grew 12 per cent in 2007 as against a 9.2 per cent growth in 2006 while the 
organized segment grew 42.3 per cent and 36.4 per cent respectively for the two 
years. The global brands have actually tumed the heat on, and the domestic brands too 
appear to have accepted the challenge in the true spirit. 
Growth in the health and beauty care category has been remarkable in 2007, though 
the organized segment growth in 2007 (57.5%) was slightly lower as compared to 
2006 (59.1%). The demand is stupendous but organized players have hardly much to 
boast of in terms of innovative concepts and global standards when it comes to 
providing the customers with an experience that is superior and radically different 
from what the unorganized segment offers. This category needs to be positioned as a 
"wellness" category that provides individualized services to customers with synergies 
of health & beauty care, pharmaceuticals and specialized clinical services - all at one 
place. 
Another category that merits special mention is furnishings and furniture retail, where 
the overall market grew at seven per cent in 2007 as compared to just 3.2 per cent in 
2006 - thanks to the housing sector boom. The organized segment also grew faster at 
29.7 per cent in 2007 as compared to 23.1 per cent the previous year, but this Rs.45, 
500 crore category calls for better attention from organized players. Is India ready for 
ready-to assembles furniture? May be not but surely the market will change in next 
couple of years. Global players need to understand that Indian homes are different and 
so are the Indian environments, maintenance standards. At present most large players 
entering this segment are busy experimenting and in the process have lost moneys too. 
Consumer durables and the mobile phone & accessories categories have both grown 
faster in 2007 as compared to 2006. At constant prices, the overall food & grocery 
retail market grew slightly higher at 2.3 per cent in 2007 as compared to a 2.2 per cent 
annual growth in the previous two years. But the organized retail segment in this 
category is simmering in the true sense - a 50 per cent growth in 2007 as compared to 
42.9 per cent in 2006, and lot more fireworks can be expected this year and the years 
ahead. Valued at Rs.9, 000 crore, this organized market constitutes barely 1.1 per cent 
of the total food & grocery retail market. 
Tablel-2 Share of Organized Retail to Total Market 
Retail Segments 
Clothing textiles and Fashion Accessories 
Jewelry 
Watches 
Footwear 
Health & Beauty Care Services 
Pharmaceuticals 
Consumer Durables, Home Appliances 
Mobile Handsets, Accessories& services 
Furnishings, Utensils, Fumiture-home& 
Office 
Food & Grocery 
Out-of-home Food (Catering) Services 
Books, Music & Gifts 
Entertainment 
Total 
% Organized 
2004 
13.6 
2 
39.6 
25 
6 
1.8 
7.8 
6.5 
6.7 
0.5 
5.7 
9.8 
2.6 
3% 
2005 
15.8 
2.3 
43.5 
30.3 
7.6 
2.2 
8.8 
7 
7.6 
0.6 
5.8 
11.7 
3.3 
3.6 
2006 
18.9 
2.8 
45.6 
37.8 
10.6 
2.6 
10.4 
8 
9.1 
0.8 
6.9 
12.6 
4.1 
4.6 
2007 
22.7 
3.3 
48.9 
48.4 
14.3 
3.2 
12.3 
9.9 
11 
1.1 
8 
13.4 
5.3 
5.9 
Source: India Retail Report 2007 
1.4 Recent Development in tlie Indian Retail Markets 
Marks & Spencer Reliance India has plans to open 35 stores over the next five years. 
The 51:49 joint ventures between UK's Marks and Spencer and Reliance Retail Ltd. 
already have 15 stores spanning India. 
Carrefour SA, the largest retailer of Europe, is expected to start wholesale operations 
in India by 2010 and also has shared its plan for setting up the first cash-and-carry 
outlet in the National Capital Region. The present status looks alluring with Carrefour 
exporting goods valued US$ 170 million fi-om India to Europe, UAE, Indonesia, 
Europe, Thailand, Singapore and Malaysia. 
Jewelry manufacturer and retailer, Gitanjali Group and MMTC will set up a chain of 
exclusive retail outlets jointly known as Shuddh-Sampuma Vishwas. This joint 
venture will see 60 stores across hidia by end of 2009. They will retail hallmarked 
gold and diamond Jewelry. 
Mahindra Retail, a part of the Mahindra Group, is hopefiil about its investment plans 
to the tune of US$ 19.8 million. This investment will help them come out with a 
specialty retail concept by 2010 known as 'Mom and Me'. 
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Pantaloon Retail India (PRIL) has investment plans of more than US$ 103.3 million 
for expanding its seamless mall Central and the value fashion format Brand Factory in 
the next two years. 
Bharti Retail has launched eight Wal-Mart private labels-including two large labels 
'Great Value' and 'George'- in its supermarket chain Easy day. It is all set to attract 
more consumers because of their international design and packaging. 
Italian sportswear brand Lotto is all set to launch two new footwear brands Sabots and 
Calcetto in India very soon. By March 2010, they will have at least 50 exclusive 
outlets. 
Steel players such as JSW Steel and Essar Steel are focusing on opening up more 
retail outlets across the Indian market. JSW Steel presently has 50 steel retail outlets 
known as JSW Shoppe and the target is to increase the number to around 200 by 
March 2010. Similarly, Essar Steel has retail outlets known as Essar hyper marts. 
With around 150 such outlets, this segment is responsible for about 20-25% to the 
Essar's total revenue. 
Expansion mode for the large retailers - Aditya Birla Retail, Reliance Retail and 
Shoppers Stop, and food chains like McDonald's as the rentals are dropping sharply. 
1.5 Buyer Behavior 
Why do customers buy? What goes on inside a customer's mind before, during and 
after a purchase? How do buyers choose? What are the hidden influences? How do 
buyers process information? Unlocking these secrets opens the door to success. 
We are not perfectly rational, sensible buyers. We do not always choose goods and 
services solely on price, performance and availability. The truth is that many 
purchases are influenced by a whole host of emotional reasons like esteem and image. 
Many of these non-rational reasons are hidden deep in our subconscious. 
Research helps find the real reasons why we buy what we buy. This requires time, 
money and expertise. Surprisingly many other organizations don't really know exactly 
why their customers buy or don't buy from them. Yet understanding customers is at 
the heart of marketing. 
Once the reasons why people buy or don't buy are discovered, the marketing mix can 
be changed to suit the buyer's needs and wants.(www.wisegeek.com/what-is-
buyerbehavior. ztm.) 
1.5.1 Different Facets of Buyer Behaviour (www.udel.edu/alex/cliapt6.litml) 
Buyer Behaviour explores the customer mind. It tries to unravel what goes on inside a 
customer mind before during and after a purchase process he/she is involved in. It 
further tries to probe how a buyer chooses and those hidden action that influences 
his/her choice. The method of processing information would address the answer to the 
Buyer Behaviour. 
An important part of the marketing process is to understand why a customer or buyei 
makes a purchase. Without such an understanding business find it hard to respond to 
customer's need and wants. Business now spend considerable seems trying to learn 
about what make's "Customer's tick". In evaluating buyer behaviour it is important to 
consider Who, What, When, Where and Why, this means marketers must ask who 
purchases the product they offer and why they want to purchase those products. The 
questions of when customers would be interested in buying the products as well as 
where they must be likely to purchase them is also important. Finally identifying what 
factors are most likely to increase the desirability of the product and thus make them 
to make a purchase is of utmost importance to any attempt to profile buyer behaviour 
Buyer Behaviour - The decision making process& how do customers buy 
Research suggests that customers go through a five stage decision making process in 
any purchase. This is summarized in the diagram given overleaf 
Figure 1.1 Consumer Decision Making Process 
Need Recognition & Problem Awareness 
i 
Information Search 
I 
Evaluation of Alternatives 
i 
Purchase 
i 
Post Purchase Evaluation 
The Buying process starts with need recognition. At this stage the buyer recognizes 
the problem or need (e.g. I am hungry, we need a sofa I have a headache) or responds 
to a marketing stimulus (e.g. you pass star bucks and are attracted by aroma of 
coffee). An "aroused" customer then needs to decide how much information is 
required. If the need is strong and that is a product or service that meets the need, then 
a purchase decision is likely to be made there and then. If not, than the process of 
information search begins. 
A customer can obtain information from several sources: 
• Personal sources: family, friends, neighbors etc. 
• Commercial sources : advertising, sales peoples, retailers 
• Public sources : newspapers, radio, television, consumer organization, special 
magazine 
• Experiential sources: handling, examining, using the product. 
An important determinant of the extent of evaluation is whether the customer feels 
"involved" in the product. Where a purchase is "highly involving", the customer is 
likely to carry out an extensive evaluation. High involvement purchases include those 
involving high expenditure or personal risk - for example buying a house, a car or 
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making investments. Low involvement purchases have a very simple evaluation 
process. In high involvement decisions, the marketer needs to provide a good deal of 
information about the positive consequences of buying. The sales force may need to 
stress the important attributes of product; the advantage compared with the 
competition and may be even encourage "trial" or "sampling" of the product in the 
hope of securing a sale. The final stage is the post purchase evaluation of the decision. 
It is common for customers to experience concerns after making a purchase decision. 
This arises fi-om the concept that is known as "cognitive dissonance". The customer 
having bought the product may feel that alternative have been preferable. In these 
circumstances that customer will not repurchase immediately, but is likely to search 
brands next time. 
The four types of consumer behaviour are 
1. Routine Response / Programmed behaviour: Needs very little search and 
decision efforts the product is purchased often automatically. Example include 
soft drinks, milk, snack foods. 
2. Limited decision making: Buying product occasionally, when you need to 
obtain information about any auxiliary brand is a familiar product category, 
perhaps. Requires a moderate amount of time for information gathering -
example include clothes. 
3. Extensive decision making: Unfamiliar, expensive and infi-equently bought 
products. It involves high degree of psychological risk. Examples include cars, 
homes and computer. 
4. Impulse buying: It involves no cover planning. 
(www.tutor2u.net/business/marketing/buying_decision_process.asp) 
1.6 Various dimensions of Organized Retailing in the context of Buyer 
Behaviour 
This study focuses on what implications does organized retail has on customer buying 
behaviour. That is how organized retail affects Buyer Behaviour. What are the factors 
of organized retail that have an impact on consumer buying behaviour and how 
consumers respond to that. What are the changes in consumption pattern due to the 
11 
changes in the formats of retailing? The study tries to find out a relationship between 
various demands of organized retail and demands affecting buying behaviour. 
Consumer Behaviour is the understanding of how consumers make decisions to use 
their resources such as time, money and effort for buying using and disposing goods 
and services. Consumer shopping behaviour in the retailing context involves an 
understanding of decision variables regarding when, where and what to shop. Such 
decision variables are the factors to be considered by the retailer while taking 
decisions. Shopper's response to retail marketing mix has a great impact on firm's 
success in long runs. As described by Cohen (1991), in consumer buying behaviour 
analysis the marketing mix inputs are adopted and focused upon the consumer. Many 
a time consumer's patronize more than one retail outlet for the same product. The 
consumer is influenced by both the retailer while taking decision. Organized Retailing 
in India is a new phenomenon. Understanding the reasons for consumer shopping in a 
retail store is important for the retailer. An insight into what provokes a customer to 
visit and patronize a store helps the retailer in strategy formulation. Consumers are 
influenced by variety of Retails store attributes some of which are. 
The most important reason for customers to patronize particular outlet is the range of 
merchandize. The initial curiosity of the store may draw a consumer to a retail store, 
but converting him into a buying and retaining him over a period of time is largely 
dependent on the quality and range of merchandize. Convenience of shopping is 
another important element when a customer goes for shopping. The socio economic 
background of the customer largely determines his lifestyle. This influences the kind 
of store that he may be comfortable in shopping in. Another important reason why 
customers patronize a specific store is the atmospherics and the particular trend of 
environment the store has. The last most important element is the display, 
advertisement and sales promotion which customer consider as important while 
selecting a particular type of store. 
1.7 Research Background and Motivation 
The purpose of the study is to assess consumer behavior in retailing scenario in India. 
We chose India to explore shopping motives of retailing stores since the format is 
relatively new to Indian shoppers, and their consumption cultures may be different 
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from the one with previously researched countries, i.e. USA, European countries. An 
awareness and understanding of the Indian consumer's underlying shopping 
motivations and its impact should facilitate the ability to adapt the marketing 
approach where needed. 
There is a growing need to evaluate true drivers of shopping behavior in Retailing in 
India. There is a vast scope for research and analysis as the retailing environment 
changes rapidly, leading to changed shoppers expectations and realignment of the 
choice of set of stores. 
It is important for Indian retailers to understand their evaluations on store attributes 
based on their shopping motives. Based on these evaluations, retailers could 
manipulate relevant marketing strategies to capture customers' shopping motives. 
The study is expected to contribute to the knowledge about the consumer needs of 
retailing services. Such knowledge is anticipated to assist supermarket management in 
the process of formulating marketing strategies necessary to retain existing customers 
and to influence attitudes and perceptions of potential customers. 
1.8 Research Objectives 
Following research objectives were identified 
1) To identify that which Retail Store Image Attribute does consumers perceive 
as important while shopping. 
2) To identify shopping motives of customers when they come to shop in retail 
stores. 
3) To find the effect of different store image attributes on shopping motives 
4) To find the interaction between different shopping motives. 
1.9 Research Procedure 
At first, the relevant literatures will be collected and reviewed for the understanding 
of the store image dimensions and shopping motives in retail context. The population 
is the consumers who come to shop at retail stores. In total 1200 samples from the 
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questionnaire will be collected. After collecting the response the questionnaires they 
will be analyzed using the following techniques. 
Descriptive statistical analysis 
Reliability tests 
Analysis of variance 
t- test 
Correlation and Multiple regression analysis 
1.10 Chapter Scheme 
This thesis work had been divided into five chapters; a brief outline of the chapter 
schema is as follows 
Chapter one provides with the introduction. It discusses about Retailing, The Retail 
industry in India, it also briefly explains the buyer behaviour, facets of buyer 
behaviour, dimensions of organized retailing in the context of buyer behaviour, the 
Research Background and the Research motivation, the Rationale of the study and the 
Research procedures to be followed. 
Chapter two "The Literature Review" illustrates literature relevant to the elements of 
organized Retail and Buyer Behaviour 
Chapter three "the Research Methodology" details the methodology adopted to 
investigate the model and the objectives framed. The chapter also discusses the 
development of research instrument the method adopted to conduct the research. The 
conceptualization of hypothesis is also studied in this chapter. 
Chapter four "Analysis and interpretation" discusses the profile and shopping 
behaviour of the respondents. Subsequent subsection discusses the main result that 
emerged from the analysis and hypothesis testing. 
Chapter five "Conclusion and Implications" draws the conclusion of the study and 
discusses the Implications. This chapter also indicates the areas for future research. 
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1.11 Summary 
Retailing evolved from bartering and earlier form of trading for satisfying needs 
Retailing involves sale of goods or merchandize from a fixed location in small and 
individual lots for direct consumption by buyers. Around five percent of Indian Retail 
market is organized and the market is expected to grow to a US$ 1.26 billion industry 
at CAGR of 40%. Recent development in Indian Retail market is visible with Marks& 
Spencer and Carrefour entering into the markets with the Government allowing an 
FDI of 51% in Indian Retail scenario. 
Towards understanding Retail Buyer behaviour the buying process is an important 
step. The various dimension of organized retail in the context of buyer behavioui 
being the merchandize, shopping convenience, atmospherics and display, 
advertisement & sales promotion. The motivation to assess shopper behaviour in 
Indian Retailing scenario aims at this objective. The implications being the 
relationship between various elements of organized Retail and elements of buying 
behaviour which is the underlying reason to probe in the research statement 
introduction. 
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Chapter-2 Review of Literature 
This chapter talks about literature survey. Part one deals with store image attributes. 
Part two deals with the shopping motivations. It covers in detail a discussion on store 
image attributes and shopping motivations. 
2.1 Store image attributes 
Store image is complex in nature. It is one of the reasons why about as many 
definitions of store image as scholarly publications can be cited. Early scholars, such 
as Martineau (1958), described store image as a store's personality and the way in 
which the store is defined in the shoppers' mind, partly by its functional qualities and 
psychological attributes. Minshall (1994) recognized the cognitive and affective 
dimensions of store image. Another perspective is that store image is a set of attitudes 
based on the evaluation of those store attributes deemed important by consumers 
(James, Durand & Dreeves, 1976). Ditcher (1985, p.75) followed a more 
holistic/gestalt approach stating that store image is "the total impression an entity 
makes on the minds of others". Store image definitions have some communalities, in 
that they include tangible and intangible aspects of perceptual processes together with 
cognitive and affective dimensions that contribute to (and vary in importance in their 
contribution to) the formation of store image. 
2.1.1 Retail Merchandize 
Kunkel and Berry (1968) found that the factors deemed to be important for shoppers 
when they come to shop in retail stores were price, quality and assortment of 
merchandize, fashion of merchandize, sales personels, advertizing, location 
convenience and other convenience factors, services, sales promotion, advertizing, 
store atmosphere and reputation on adjustment. 
Skinner (1969) identified basic consumer motive in selecting supermarkets. His study 
revealed six variables friendliness of staff, assortment, cleanliness, parking, fast 
checkouts and ease of shopping. 
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Jolson and Spath (1973) found that price/value relationship, store specialization, 
quality of merchandise, salesclerk service, and location were the factors considered 
most important in the selection of eight stores at a local shopping center. 
Lindquist (1974) concluded that the most important image factors were found to be 
merchandize dimensions consisting of selection, quality, pricing and fashion and 
style. 
Doyle and Fenwick (1974) distinguished only five elements: product, price, 
assortment, styling and location. 
Hansen and Deutscher (1977) based on their work primarily on store image dimension 
identified by Lindquist (1974) examined the importance of different attributes in two 
different retail sectors, grocery and department stores. The most important attribute is 
the dependability on the product. 
Arnold (1977) conducted extensive store choice surveys and they proposed that 
differences exist across sectors and that some variances exist within sectors. The 
primary attributes identified in all sectors were location, price and assortment and the 
secondary attributes were quality, service value and sales promotion. 
Vaughn and Hansotia (1977) opined that merchandise and convenience seem to be the 
two underlying dimensions which consistently appear every time. Merchandise 
quality, merchandise variety, atmosphere of shopping area, availability of sale items 
and ease of shopping comparisons are all component parts of this underlying 
dimension. 
Bearden (1977) identified seven salient store characteristics that influence consumer 
patronage decisions concerning where to shop. Those attributes are price, quality of 
merchandise, selection, atmosphere, location, parking and sales people. 
Bellenger et al. (1977) found that some consumers placed the greatest value on 
convenience and economic attributes including convenience to home, accessibility, 
and the presence of services such as banks and restaurants. Others however, 
emphasized recreational attributes including atmosphere, fashionability, variety of 
stores and merchandise. 
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Schiffinan et al. (1977) used convenience of store location, best price and/or deals, 
guarantee/warranty policies, salesmen's expertise, and variety of merchandise as 
image attributes for their research. Respondents were asked to rate the degree of 
importance for each attribute. Findings indicated that specialty customers rated the 
expertise of the salesmen and the assortment of brands and models as important. 
Department store customers, on the other hand, were more concerned with store 
location and warranty policies. Among these, product-related considerations (e.g. 
assortment, quality and price) appeared to be the most critical dimensions. 
Arnold and Tigert (1978) in their study "A comparative analysis of determinant 
attributes' in retail store selection set up an objective to identify determinants 
attributes in retail store selection". They found out that location and price appeared 
determinant in food store selection while value for money assortment and quality 
were determinant in the selection of fashion clothing stores 
Pessemier (1980) found that department store customers were more concerned with 
quality of merchandise, ease of the shopping process, and post-transaction 
satisfaction. However, grocery store shoppers were concerned with merchandise mix 
and cleanliness of the store. 
Lumpkin and Greenberg (1985) conducted the study on the importance of attributes 
for elderly customers: the objective of the study was to identify store attributes which 
elderly shoppers seeks when buying apparel and to assess the relative importance of 
these attributes. The five most influential attributes are related to quality/price 
relationship and finding satisfactory products. 
Fahey (1990) found that consumers have a number of enduring perceptions or images 
in their evaluation of retail outlets; he said that retail stores provide the environment; 
merchandize and services that they feel reflect the store image as well as the 
consumers self image. He found that consumers tend to shop in store that has images 
consistent with their self image. 
Ghosh (1990) introduced eight elements: location; merchandize; store atmosphere; 
customer services; price; advertising; personal selling; sales incentive programs. 
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Shim and Kotsiopoulos (1992) stated that store attributes are criteria important to 
consumers in deciding where to shop. Attributes may include merchandise and service 
dimensions (e.g., quality, assortment, return policy, delivery) which retailers use to 
satisfy their target consumers. 
Malls with a variety of store assortments are likely to be more favored than malls with 
less store assortment. Again, shoppers look for ease and convenience in shopping. 
Patronizing a mall with a greater store assortment is likely to satisfy shoppers' needs 
more so than malls with lower store assortment. This is essentially the cross-category 
assortment. Finally, malls with higher levels of within-category assortment are likely 
to be more favored than malls with lower levels of within- category assortment. This 
means that within a certain type of store (i.e. shoe stores, jewelry stores, electronic 
stores), malls that offer a variety are likely to be perceived more favorably than malls 
that do not offer such variety. This is because shoppers who go to a mall to buy, say a 
piece of jewelry, are more likely to find what they are looking for, if the mall houses a 
variety of jewelry stores than if it houses only one jeweb-y store. Again, there is 
sufficient evidence that cross - and within - category assortment in malls influence 
shoppers behavioral responses (cited (Balazs, 1995), (Brown, 1992), (Nicholls et al, 
20and[Yavas,2001]). 
Baker, Grewal and Parasuraman (1994) in their study "the influence of store 
environment on quality inferences and store image examined how combination of 
specific elements in the retail store environment influence consumer inferences about 
merchandize and service quality and discussed the extent to which these mediate the 
influence of store environment on store image, they found that ambient and social 
elements in the store environment provide cues that consumer use for their quality 
inference. The store environment, merchandize quality, and service quality were 
found to be determinants of store image. 
Bums and Warren (1995) found that consumers travel beyond their local shopping 
area to other shopping centers in order to access a wider selection of products than 
that available locally, and this satisfied 'a need for uniqueness' 
Finn and Louviere (1996) demonstrated that the perceived shopping center image, 
especially such components as good service, wide selection, and lower prices. 
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accounted for a significant proportion of the variance in center patronage which is 
measured by share of choice and the aggregate level of consideration. 
Arnold (1997) propped that differences exist across sectors and that some differences 
exist across sectors and differences exist within sectors. The primary attributes which 
seemed to be important were location, price and assortment. The secondary factors 
were quality, service, value and sales promotion. 
Bodkin and Lord (1997) concluded that the most important reasons for selecting malls 
were convenience, presence of a specific store in the mall, services and prices. 
Kim and Kang (1997) identified seven factors influencing the patronage of malls, 
strip malls, power centers and factory outlets, only lower prices, easy product return 
and convenience - a factor comprising trading hours - were regarded as important by 
patrons of all four retail formats. 
Shim and Eastlick (1998) defined mall shopping attitude as the shopper's attimde 
towards a variety of dimensions including location, variety of stores, parking, mall 
employee behaviour, price, quality, customer service, promotional activities, 
ambience, mall amenities, food and refreshments and safety. They suggest that mall 
patrons' attitudes to malls can be assessed by shoppers' cognitive belief about the 
importance and their effective evaluation of those attributes. After an extensive 
review of store and shopping-center patronage literature, 12 shopping mall attributes 
were chosen to evaluate the importance mall patrons place on them. They correspond 
to the most common attributes measured in past patronage research: price, variety of 
stores, personnel, customer service, promotions, merchandise quality, mall facilities, 
parking, atmosphere / ambience, location, refreshments available and safety. 
Thompson and Chen (1998) found that retail store image had been shown to play an 
important role in store patronage. They explored the link between perceived store 
image and the personal value which underlie behavioral choices. The Hedonic values 
of "enjoyment and happiness" and "quality of life" were found to be the values most 
sought by consumers in association with store image. The price, quality and 
reputation were found to be the most important attributes. 
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A recent study by Erdem et al. (1999) yielded three store attributes - status, 
merchandise, and price. They found that status was the most important store 
attributes. 
Birstwistle (2001) in his study "Customer and Company perspective of store 
positioning: A study of UK specialist men's wear fashion sector explores the key 
issues of consumer and retailer's perspective of store positioning and how consumer 
perceive this image. The important attributes identified were product quality, 
customer service and store environment. 
Farhangmehr, Marques and Silva (2001) expressed hypermarket as a symbol of 
modernization. They opined that it not only changed the traditional retailing structure 
but also the consumption behaviour of people. Their results showed that, for 
consumers, the hypermarket is the preferred type of retail store, due to convenience 
and low prices. 
McGoldrick (2002) found that shopping mall image is a multidimensional concept 
consisting of features which are summarized into two categories: firstly tangible of 
functional attributes which are related to its physical features; and secondly the 
intangible attributes which represent its atmospherics' qualities. Also, shopping mall 
image is the set of functional qualities as perceived by shopper (e.g., convenience, 
parking facilities and service quality) as well as an aura of psychological attributes 
LeHew, Burgess and Wesley (2002) in their study "Expanding the Loyalty Concept to 
Include Preference for a Shopping Mall", investigated the feasibility of customer 
loyalty towards an enclosed mall. The purpose of their research was to determine if a 
loyal group exists and if so, investigate their assessment of mall characteristics to 
provide a better understanding of those attributes influencing a loyal response. The 
findings clearly stated that price, store persormel and store display, merchandise, mall 
facilities, atmosphere and location influenced the mall loyalty of customers. 
Koo (2003) proposed seven components: store atmosphere; location; convenient 
facilities; value; employee services (EMS); after sale services (AFS); merchandising. 
Paulin and Geisfeld, (2003) examined consumers perception of retail store attributes 
to determine their effect on store preference. Four variables were found to effect store 
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preference using forward stepwise logistic regression, they were type of clothing 
desired in the stock, outside store appearance, shopping hours and advertising. 
Significance of the effect of store attributes on store preference varied by store type. 
Riskhotso, (2003) in his study " personal characteristics, perception of store image 
and store choice of black female clothing shoppers found out that most of the store 
image attributes were considered to be important. Physical facilities, post purchase 
satisfaction, merchandize and promotion were ranked as very important. 
Malls perceived to have stores with acceptable prices are likely to be favored by 
shoppers than malls with stores having unacceptable prices. Similarly, malls that 
engage in promotions to offer shoppers more store bargains are favored than malls 
that do not engage in such promotions. Much evidence exists supporting the effect of 
prices and promotion on shoppers' behavioral responses [Leo and Philippe, 2002], 
[Parsons, 2003], [Yavas, 2001] and [Yavas, 2003]). 
Lee (2003) in his study " the impact of store attributes on consumer shopping 
behaviour " A study of grocery stores attempted to examine consumer behaviour in 
grocery sector. They found that hypermarket is the most preferred among the four 
retail markets. Product and price was found to have the most impact in determining 
the behaviour of shoppers." 
Tan and Thang (2003) in their study named linking consumer perception to preference 
of retail store: an empirical assessment of the multi attributes of store image focused 
on how consumer perception of attributes of store image affects the preference of 
stores. The most important attribute found out while choosing a store included store 
atmosphere, in store service, accessibility, reputation, promotion, facilities and post 
transaction services. The regression analysis identified the following attributes as 
significantly influencing consumer preference, merchandizing, accessibilit>', 
reputation, in store service and atmosphere. 
Sinha and Banerjee (2004) in their study titled "Deciding Where to Buy" examined 
the store choice behaviour of shoppers from buyer characteristics. The results 
revealed that shoppers gave prominence to proximity of the store, merchandise and 
service. While food (grocery) stores are chosen more on the basis of their proximity 
and long term association, with merchandise and service contributing secondarily to 
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enhance utility, consumer durables stores are chosen based on merchandise and 
personal referrals, with ambience affecting their choice slightly. Stores dealing in 
apparel, books and music are chosen purely on ambience. 
Yoo and Chang (2005) in their study "An Exploratory research on store image 
attributes affecting its store loyalty found out that store image attributes affecting 
store loyalty depends upon store type. They found out that in department store, 
atmosphere, location, shopping facility and sales personnel service affects store 
loyalty. In discount stores advertising, quality of merchandize, credit service and store 
atmosphere have significant affect on store loyalty. 
Perumal (2005) in her study "a study on store image attributes and loyalty behaviour 
investigated the relationship between store image and store loyalty behaviour for 
supermarket stores. The study also determined the major attributes namely "Store 
convenience. Conducive environment, Value- Price, Employee service and product 
assortment. 
Anik and Vouk (2005) in their study "Exploring the relationship between store 
patronage motives and purchase outcome for major shopping trips in Croatian 
Grocery Retailing examined the importance of store patronage motives for major 
shopping variables and also explored how they are associated with purchasing 
outcomes and retailers performance. Six patronage motive factors were produced. 
Shopping convenience was the most important factor for generating store traffic and 
prices for enhancing monthly level sales. 
Carpenter (2006) in his study "Demographics and patronage motives of supercentre 
shoppers in united states provided with a general understanding of super centre 
shopping behaviour in the USA. The identified demographics group who frequent 
supercentres and examined patronage motives as drivers of supercentre shopping 
behaviour. Pricing, product assortment and customer service are important factors in 
determining patronage of store formats, supercentre shoppers identify low prices and 
range of product assortment as the primary reason for the patronage of the format. 
Rajaguru and Matanda (2006) in their paper titled "Consumer Perception of Store and 
Product Attributes and its Effect on Customer Loyalty within the hidian Retail 
Sector", studied consumers' perception of store and product attributes and customer 
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loyalty in Indian context. Store attributes are assessed in the dimensions of store 
appearance, service quality and convenience of store. Product attributes dimensions 
investigated include product quality, price and availability of new products. In their 
study, customer loyalty was considered as repeated purchasing behaviour of consumer 
towards a store. The results suggested that except product price, other store and 
product attributes have positive effects on customer loyalty. Store attributes such as 
service quality and convenience of store and product attributes such as product 
quality, price and availability of new products, show significance towards customer 
loyalty. 
Visser, Preez and Noordwryk (2006) in their study "importance of apparel store image 
attributes: perception of female consumers, conducted a qualitative research which 
focused on identifying those store image attributes which are perceived as important 
by female customers. They found that merchandize and clientele were perceived as 
most important dimensions while selecting a store for shopping 
Carpenter and Moore (2006) set up an objective to provide a general understanding of 
grocery consumer's retail format choice of US market place. They identified store 
attributes like price, competitiveness, product selection and atmosphere as drivers of 
format choice. 
Lather and Kaur (2006) in their paper titled "It's All at The Mall: Exploring Present 
Shopping Experiences", studied various malls and established the relationship 
between the shopper's behaviour and various attributes / indicators of stores in malls. 
They observed that most of the customers do not look at the pricing alone. They are 
looking for a sense of belongingness, a brand of quality and innovation they can trust. 
Small retailers no longer remain the primary source for the basic monthly shopping 
basket. The consumer normally gets better prices, quality selection and convenience 
for these purchases at organized retail chains and shopping malls. Their results also 
suggested that if proper window displays and other proper methods of presentation of 
merchandising are done, the retailers are able to attract more shoppers. They 
established that in the past few years, there has been a significant shift in India from 
individual retail outlets, owned separately and managed distinctively, to 
professionally managed retail stores. Their findings also supported the positive effect 
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of location on store traffic and sales. They established that the most preferred retail 
outlets are multi-brand outlets and exclusive outlets. 
Ahmed, Ghingold and Dahari (2007) in their study "Malaysian Shopping Mall 
Behaviour: An Exploratory Study", assessed international consumer behavior in 
regards to shopping malls in a non-western country, specifically, Malaysia. A survey 
of Malaysian university students was conducted to assess the mall-directed shopping 
habits and shopping orientations of young adults in that country. A total of 132 usable 
surveys were obtained from five university campuses in the Klang Valley region of 
Malaysia. The findings revealed that the Malaysian students were motivated to visit 
malls primarily by the interior design of the mall; products that interested them; 
opportunities for socializing with friends; and convenient one-stop shopping. Further 
analysis showed that younger respondents have more favourable dispositions or 
shopping orientations towards malls than somewhat older respondents. Post-
secondary students in the Klang Valley of Malaysia were frequent and long-staying 
visitors to shopping malls, typically visiting six stores per 2.5 hrs mall visit. And, 
more than one-third of respondents visited three or more different shopping malls 
during the previous 30 days. Generally, the observed Malaysian shopping behavior 
was similar to that observed of western shoppers in prior shopping studies. 
Giraldi, Spinelli and Carpomar (2007) compared the theoretical and empirical 
dimensions of a retail store image. This was a quantitative study and the data 
collected was analyzed by means of factor analysis in order to identify the underlying 
factors to retail store image. Nine store image dimensions that emerged were: quality, 
price, after sales service, advertizing, clientele, assortment, convenience, atmosphere 
and service. 
Kainth and Joshi (2008) in their study "The Perception of Customers and Retailers 
towards Malls in Jalandhar - A Supply Chain Perspective", attempted to examine in 
depth the customers and retailers satisfaction towards malls of Jalandhar in Punjab, 
India. Their results showed that the quality is the most preferred attribute of customer 
while shopping at a mall. Replacement guarantee, cash discount and free gifts are the 
most effective incentive schemes which the retailers are using for attracting the 
customers to their shops in the malls. 
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Rathod and Patel (2008) in their study "An Empirical Study on Customers Choice 
Criteria to Select Exclusive and Multi-Brand Outlets", attempted to know the 
importance of different criteria for the selection of retail outlets amongst the 
customers. They found that availability of variety has been given highest importance 
by customers, second priority has been given to service quality and third most 
important criteria is convenient location. 
Sonnesburg and Erasmus (2008) conducted an exploratory study which described the 
role of extrinsic cues relating to retailers image and store brand in young urban 
consumers choice of interior textile products. The store image attributes which were 
found significant were: atmosphere, price and quality perceptions, product selection 
and value added services as extrinsic cues. 
Alhemoud (2008) in their study named shopping behaviour of supermarket consumer 
in Kuwait attempted to explore the determinant attribute that influence the patronage 
decisions of supermarket consumers in Kuwait. Based on the descriptive analysis of 
the data collected via accidental sampling procedure fourteen store image attribute 
were identified, these attributes were factor analyzed generating four image 
dimension labeled Merchandize, Personnel Accessibility and Promotion. Stepwise 
regression analysis showed that merchandize image was the most salient in 
determining the frequency of supermarket shopping. 
Vyer (2008) in his study "the importance of store image dimensions in apparel retail : 
Customer management and perceptions set up an objective to expand the existing 
body of knowledge on retail store image and the female apparel consumer with 
special reference to the perceived importance of Retail store image dimensions. He 
foimd that atmosphere, merchandize and service were rated as important dimensions. 
Theodoridis and Chatzipanagiotou (2009) in their study " Store image attributes and 
customer satisfaction across different customer profile within supermarket sector in 
Greece found out that four out of the six considered store image attributes appeared to 
be significant determinant of customer satisfaction. They found out that four specific 
type of buyers namely the typical, the unstable, the social and the occasional were 
identified. They examined for the degree of invariance between the four groups and 
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they found that only pricing and product related attributes were equally significant in 
all four groups. 
Ghosh (2010) in his study "Customer expectations of store attributes": A study of 
Organized Retail outlets in India attempted to address issues related to store attributes 
and their relevance in the store selection process. Eleven attributes were identified and 
factor analysis yielded three attributes, they are: convenience and merchandize mix, 
store atmospherics and services. 
Gundala (2010) in his study, "Retail store Image: A study of Cyprus clothing 
industry" identified store attributes and evaluated the strength and importance of 
influence of each attribute on consumer purchasing decision. It also examined the 
impact of various demographic variables on consumer evaluation of various store 
image attributes. The findings were price was the most important attribute followed 
by fashion and style. Gender has not shown any significance. Age showed some 
significance and finally occupation showed some level of significance. 
Chang and Luan (2010) in their study, "Chinese consumer's perception of 
hypermarket store image" set up a purpose to find out store image attributes valued by 
Chinese consumer in Beijing. They found that there were 18 important attributes in 
building a hypermarket retailer's store image in China. The consumers were 
concerned with retailer's reputation and services than with price. In terms of store 
Image dimensions they concluded that store atmosphere is most important followed 
by service and Merchandize. 
Haiyan (2011) in his study Chinese consumers store image formation and its impact 
on patronage behaviour examined the perception of store image among Chinese 
consumers. The important attributes identified were Merchandize and Service. 
Khraim, Khraim, Kaidah and Qureshi (2011) in their study named Jordanian 
consumers evaluation of Retail store attributes: the influence of consumer religiosity 
tried to understand the influence of consumer religiosity on Jordanian consumer 
evaluation of retail store attributes the findings reveals that the most important factors 
for selecting a store had been merchandize. 
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Verma and Madan (2011) in their study "factor analyzing the store image attributes to 
identify key components of store image set up an objective to identify key store image 
attributes that affect perceived image of apparel stores. The five factors extracted 
through factor analysis are stores product and operational quality, store overall visual 
appeal, customer convenience , perceived price, post satisfaction and stores 
promotional effectiveness. 
Shyamala and Ravilochanan (2011) in their study consumer buying behaviour in 
organized retail business with reference to FMCG sector set an objective to analyze 
buyer behaviour in different retail outlets and also aimed to identify factors that 
influence the buyer behaviour of the customers .they found that consumer look for 
billing support, good shopping facilities, availability of multibrands and facility for 
replacing defective goods. 
Jhamb and Kiran (2012) in their study "emerging retail formats and its attributes: An 
insight into convenient shopping tried to understand the improvement in retail sector 
in India. They found that consumer prefer modem retail formats due to its significant 
attributes like improved quality, variety of brands and assortment of Merchandize and 
store attributes like parking facility, trained sales persormel and complete security 
Wei, Hussin, Omar and Nor (2012) in their study named important determinants of 
consumer retail selection decision in Malaysia found out that consumer retail choice is 
influenced by many factors such as store persoimel and physical characteristic of the 
store, advertising by the store, store convenience and merchandize selection, store 
location, peer influence, product quality and variety and services offered by the store. 
Badhopadhyaya and Sengupta (2013) in their study "impact of organized food retail 
on consumer buying behaviour in India" set up an objective to understand the criteria 
which consumer perceive as important in the choice of store for buying grocery and 
fresh food items. They concluded that customer prefer buying both grocery and fresh 
food items from local retailers. Quality, availability and convenience were found to be 
important factors considered while shopping. 
The factors deemed to be important for shoppers when they come to shop in retail 
stores were price, quality, assortment and fashion of merchandize. The basic 
consumer motive in selecting supermarket is assortment. While shopping at a local 
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shopping centre price/value relationship and quality of merchandize were found to be 
important determinants. The most important image factor was merchandize dimension 
consisting of selection, quality, pricing and fashion & style. While shopping in two 
different retail sectors, grocery and department store the most important attribute 
found was dependability on the product. Some authors proposed that differences exist 
across sectors and some variances exist within sectors. The primary attribute 
identified were price and assortment. Price, quality and selection of merchandize were 
considered as salient store characteristics that influence consumer patronage 
decisions. In a study on department stores consumer product related considerations 
(assortment, quality and price) appeared to be the most critical dimensions. In another 
study price appeared determinant in food store selection while assortment and quality 
were determinant in selection of fashion clothing stores. Grocery stores shoppers were 
concerned with merchandize mix while shopping. When buying apparel elderly 
shopper seeked quality/price relationship and satisfactory products. The most 
important store image attribute for selecting malls were prices. In a study of UK mens 
wear fashion sector the most important element found was product quality. The type 
of clothing desired in the stock was found to effect store preference. 
2.1.2 Convenience 
Martineau (1958) suggested that consumer perceive retail stores to have personalities 
and that these are created fi^om a combination of store layout and architecture: 
symbols and colours; advertising and sales personnel. 
Kunkel and Berry (1968) found that the factors deemed to be important for shoppers 
when they come to shop in retail were price, quality and assortment of merchandize, 
fashion of merchandize, sales personels, advertizing, location convenience and other 
convenience factors, services, sales promotion, advertizing, store atmosphere, 
reputation on adjustment. 
Skinner (1969) identified basic consumer motive in selecting supermarkets. His study 
revealed six variables friendliness of staff, assortment, cleanliness, parking, fast 
checkouts and ease of shopping. 
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Jolson and Spath (1973) found that price/value relationship, store speciahzation, 
quality of merchandise, salesclerk service, and location were the factors considered 
most important in the selection of eight stores at a local shopping center. 
Arnold (1977) conducted extensive store choice surveys and they proposed that 
differences exist across sectors and that some variances exist within sectors. The 
primary attributes identified in all sectors were location, price and assortment and the 
secondary attributes were quality, service value and sales promotion. 
Bearden (1977) in his study "Determinant attributes of store patronage: downtown 
versus outlying shopping centre found out that store atmosphere .location, parking 
and friendliness of sales people are critical aspects of department store that affect 
downtown patronage decisions for the store considered and in the geographical area 
described. 
Vaughn and Hansotia (1977) opined that merchandise and convenience seem to be the 
two underlying dimensions which consistently appear every time. Merchandise 
quality, merchandise variety, atmosphere of shopping area, availability of sale items 
and ease of shopping comparisons are all component parts of this underlying 
dimension. 
Bellenger et al. (1977) found that some consumers placed the greatest value on 
convenience and economic attributes including convenience to home, accessibility, 
and the presence of services such as banks and restaurants. Others however, 
emphasized recreational attributes including atmosphere, fashion ability, variety of 
stores and merchandise. 
Schiffman et al. (1977) used convenience of store location, best price and/or deals, 
guarantee/warranty policies, salesmen's expertise, and variety of merchandise as 
image attributes for their research. Respondents were asked to rate the degree of 
importance for each attribute. Findings indicated that specialty customers rated the 
expertise of the salesmen and the assortment of brands and models as important. 
Department store customers, on the other hand, were more concerned with store 
location and warranty policies. Among these, product-related considerations (e.g. 
assortment, quality and price) appeared to be the most critical dimensions. 
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McCarthy (1980) attempted to include transport mode / travel attributes in studying 
the role of the qualitative characteristics that influence the choice in shopping 
destination. Using the factor analytical technique, five sets of qualitative generalized 
attributes were generated. These generalized attributes include trip convenience, trip 
comfort, trip safety, shopping area attraction and shopping area mobility. He found 
that these generalized attributes, which were obtained from attitudinal information, 
are significant in an individual's choice of shopping area. 
Pessemier (1980) found that department store customers were more concerned with 
quality of merchandise, ease of the shopping process, and post-transaction 
satisfaction. However, grocery store shoppers were concerned with merchandise mix 
and cleanliness of the store. 
Fahey (1990) found that consumers have a number of enduring perceptions or images 
in their evaluation of retail outlets; he said that retail stores provide the environment; 
merchandize and services that they feel reflect the store image as well as the 
consumers self image. He found that consumers tend to shop in store that has images 
consistent with their self image. 
Ghosh (1990) introduced eight elements: location; merchandize; store atmosphere; 
customer services; price; advertising; personal selling; sales incentive programs. 
Shim and Kotsiopoulos (1992) stated that store attributes are criteria important to 
consumers in deciding where to shop. Attributes may include merchandise and service 
dimensions (e.g., quality, assortment, return policy, delivery) which retailers use to 
satisfy their target consumers. 
Baker, Grewal and Parasuraman (1994) in their study "the influence of store 
environment on quality inferences and store image examined how combination of 
specific elements in the retail store environment influence consumer inferences about 
merchandize and service quality and discussed the extent to which these mediate the 
influence of store environment on store image, they found that ambient and social 
elements in the store environment provide cues that consumer use for their quality 
inference. The store environment, merchandize quality, and service quality were 
found to be determinants of store image. 
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Van der Waerden and Borgers (1994) found empirical evidence of a strong relation 
between the location of the chosen parking lot and the location of visited stores. The 
probability for customers to visit stores in the surrounding of the chosen parking is 
higher than visiting stores located at some distance. 
Bums and Warren (1995) opined that since the store mix and product offerings of 
many regional shopping malls are very similar, often the primary discriminator 
between many of these centers is merely location. Making the choice to shop at a 
regional shopping mall other than the one nearest to one's place of residence, 
therefore, does not appear to be a logical choice in many instances. Such behaviour, 
however, appears to be relatively common. It would appear; therefore that regional 
shopping mall choice may not always be based solely on the offerings and location of 
the available shopping alternatives. 
Kaufinan (1996) in his study titled "A New Look at One Stop Shopping: A Times 
Model Approach to Matching Store Hours and Shopping Schedules" found that one 
stop shopping is the most important of the shopping needs and can be satisfied in one 
shopping centre all at one time. 
Finn and Louviere (1996) demonstrated that the perceived shopping center image, 
especially such components as good service, wide selection, and lower prices, 
accounted for a significant proportion of the variance in center patronage which is 
measured by share of choice and the aggregate level of consideration. 
Arnold (1997) propped that differences exist across sectors and that some differences 
exist across sectors and differences exist within sectors. The primary attributes which 
seemed to be important were location, price and assortment. The secondary factors 
were quality, service, value and sales promotion. 
Kim and Kang (1997) identified seven factors influencing the patronage of malls, 
strip malls, power centers and factory outlets, only lower prices, easy product return 
and convenience - a factor comprising trading hours - were regarded as important by 
patrons of all four retail formats. 
Marjanen (1997) found that visitors of supermarkets and department stores consider 
parking as one of the most important store-choice variables. 
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Bodkin and Lord (1997) concluded that the most important reasons for selecting malls 
were convenience, presence of a specific store in the mall, services and prices. 
Benedict et al. (1998) opined that because of the increasing time pressure they face, 
many consumers are becoming more concerned about the efficiency of their shopping 
patterns. Retailers have recognized this trend and have improved shopping 
convenience by offering greater variety in product categories and making it easier for 
consumers to combine visits to multiple stores. The authors observed that the 
tendency of consumers to combine purchases differs from category to category and 
depends on category availability. In general, consumers combine considerably fewer 
purchases than could be expected if their shopping trip planning was based purely on 
travel cost minimization. 
Shim and Eastlick (1998) defined mall shopping attitude as the shopper's attitude 
towards a variety of dimensions including location, variety of stores, parking, mall 
employee behaviour, price, quality, customer service, promotional activities, 
ambience, mall amenities, food and refreshments and safety. They suggest that mall 
patrons' attitudes to malls can be assessed by shoppers' cognitive belief about the 
importance and their effective evaluation of those attributes. After an extensive 
review of store and shopping-center patronage literature, 12 shopping mall attributes 
were chosen to evaluate the importance mall patrons place on them. They correspond 
to the most common attributes measured in past patronage research: price, variety of 
stores, personnel, customer service, promotions, merchandise quality, mall facilities, 
parking, atmosphere / ambience, location, refi-eshments available and safety. 
Waerden, Borgers and Timmermans (1998) discussed the effects of changing the 
parking situation in the surrounding of shopping centers on consumers store choice 
behaviour. The consumers' choice of supermarkets is influenced by store 
characteristics and also by parking lot characteristics. The probability of choosing a 
parking lot decreases with an increasing size, suggesting that customers want to avoid 
long walking distances. 
Moye (1998) in his study "Relationship between age, store Image attributes, shopping 
orientations and approach avoidance behaviour of elderly Apparel consumer set up an 
objective to determine the relationship between store attributes and approach 
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avoidance behaviour of elderly apparel consumers . The results revealed that elderly 
consumer preferred to shop in department stores and mass merchandizers for clothing 
These consumers reported that they would spend more time and money in retail stores 
that offered credit, discounts for those 65 and over and liberal return policies. 
MANOVA revealed significant difference between tow age groups and they placed 
importance on quality products, store reputation and well known brands. 
Shim and Eastlick (1998) foimd that mall shopping attitude as the shopper's attitude 
towards a variety of dimensions including location, variety of stores, parking, mall 
employee behaviour, price, quality, customer service, promotional activities, 
ambience, mall amenities, food and refreshments and safety. They suggested that mall 
patron's attitudes to malls can be assessed by shopper's cognitive belief about the 
importance and their effective evaluation of those attributes. After an extensive 
review of store and shopping-center patronage literature, 12 shopping mall attributes 
were chosen to evaluate the importance mall patrons place on them. They correspond 
to the most common attributes measured in past patronage research: price, tenants 
/variety of stores, personnel, customer service, promotions, merchandise quality, mall 
facilities, parking, atmosphere / ambience, location, refreshments available and safety. 
A recent study by Erdem et al. (1999) yielded three store attributes - status, 
merchandise, and price. They found that status was the most important store 
attributes. 
Jantan and Kamruddin (1999) in their study "store image and store choice decision: 
an investigation of consumer shopping behaviour in Malaysia", examined the factors 
that are salient to store image in determining the choice of retail outlets. They found 
that location merchandize, price and service emerged as the salient attributes to 
determine store patronage. 
Terblanche (1999) studied the impact of four dimensions on shopping centre 
patronage, namely, fiinctional, recreational, socializing, and convenience. He found 
that recreation appears to be the major benefit pursued by shoppers that patronize a 
super regional shopping centre. 
Farhangmehr, Marques and Silva (2001) expressed hypermarket as a symbol of 
modernization. They opined that it not only changed the traditional retailing structure 
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but also the consumption behaviour of people. Their results showed that, for 
consumers, the hypermarket is the preferred type of retail store, due to convenience 
and low prices. 
Birstwistle (2001) in his study "Customer and Company perspective of store 
positioning: A study of UK specialist men's wear fashion sector explores the key 
issues of consumer and retailer's perspective of store positioning and how consumer 
perceive this image. The important attributes identified were product quality, 
customer service and store environment. 
Koo (2003) proposes seven components: store atmosphere; location; convenient 
facilities; value; employee services (EMS); after sale services (AFS); merchandising. 
Paulin and Geisfeld (2003) examined consumer's perception of retail store attributes 
to determine their effect on store preference. Four variables were found to effect store 
preference using forward stepwise logistic regression, they were type of clothing 
desired in the stock, outside store appearance, shopping hours and advertising. 
Significance of the effect of store attributes on store preference varied by store type. 
Riskhotso (2003) in his study " personal characteristics, perception of store image and 
store choice of black female clothing shoppers found out that most of the store image 
attributes were considered to be important were Physical facilities, post purchase 
satisfaction, merchandize and promotion were ranked as very important. 
Tan and Thang (2003) in their study named linking consumer perception to preference 
of retail store: an empirical assessment of the multi attributes of store image focused 
on how consumer perception of attributes of store image affects the preference of 
stores. The most important attribute found out while choosing a sore included store 
atmosphere, in store service, accessibility, reputation, promotion, facilities and post 
transaction services. The regression analysis identified the following attributes as 
significantly influencing consumer preference, merchandizing, accessibility, 
reputation, in store service and atmosphere. 
Ailawadi and Keller (2004) stated in their research that location of a hypermarket / 
store and the distance that a customer must travel to shop, these are the basic criteria 
in store decisions. A convenient location is one of the most important attributes that 
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puts a retail store into the customers' consideration set. Once it's in the consideration 
set, other factors like price, image, and service and product assortment determine 
whether a consumer will actually shop at the store. 
Yoo and Chang (2005) in their study "An Exploratory research on store image 
attributes affecting its store loyalty found out that store image attributes affecting 
store loyalty depends upon store type. They found out that in department store, 
atmosphere, location, shopping facility and sales personnel service affects store 
loyalty. In discount stores advertising, quaUty of merchandize, credit service and store 
atmosphere have significant affect on store loyalty. 
Kaul (2005) made a study on which store attributes applied to self-image of 
consumers and their impact on in store satisfaction and patronage intentions and he 
further observed that a store having modem equipment good and clean physical 
facilities and case in transactions would be able to yield satisfaction and patronage 
intention. 
Perumal (2005) in her study "a study on store image attributes and loyalty behaviour 
investigated the relationship between store image and store loyalty behaviour for 
supermarket stores. The study also determined the major attributes namely "Store 
convenience. Conducive environment. Value- Price, Employee service and product 
assortment. 
Anik and Vouk (2005) in their study "Exploring the relationship between store 
patronage motives and purchase outcome for major shopping trips in Croatian 
Grocery Retailing examined the importance of store patronage motives for major 
shopping and also explored how they are associated with purchasing outcomes and 
retailers performance. Six patronage motive factors were produced. Shopping 
convenience was the most important factor for generating store traffic and prices for 
enhancing monthly level sales. 
Carpenter (2006) in his study "Demographics and patronage motives of supercentre 
shoppers in united states provided with a general understanding of super centre 
shopping behaviour in the USA. The identified demographics group who frequent 
supercentres and examined patronage motives as drivers of supercentre shopping 
behaviour. Pricing, product assortment and customer service are important factors in 
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determining patronage of store formats, supercentre shoppers identify low prices and 
range of product assortment as the primary reason for the patronage of the format. 
Aldy (2007) in his study, "Shopping Mall attractiveness a segmentation approach" 
aimed to determine the attractiveness factors of UAE shopping malls form the 
shoppers perspective and then segmented shopper according to attractiveness factors. 
The study revealed six mall attractiveness factors: comfort, entertainment, diversity, 
mall essence, convenience and luxury. They also arrived at three mall shopper 
segments "relaxed shoppers, demanding shoppers and pragmatic shoppers. 
Giraldi, Spinelli, Carpomar (2007) compared the theoretical and empirical dimensions 
of a retail store image. This was a quantitative study and the data collected was 
analyzed by means of factor analysis in order to identify the underlying factors to 
retail store image. Nine store image dimensions that emerged were: Quality, Price, 
after sales service, advertizing. Clientele, assortment, convenience, atmosphere and 
service. 
Moutinho and Hutchison (2007) used factor multinomial logistic regression and 
Cluster analysis and used combination of both to provide the predictive model of store 
patronage behaviour for consumers in Cardiff, Wales. They found out that the main 
discriminators while selecting a supermarket are home service, car parking, cafeterias, 
transport provided by the store, parent and baby facilities, help at parking check outs 
and value for money. 
Sonnesburg and Erasmus (2008) conducted an exploratory study which described the 
role of extrinsic cues relating to retailers image and store brand in young urban 
consumers choice of interior textile products. The store image attributes which were 
found significant were: atmosphere, price and quality perceptions product selection 
and value added services as extrinsic cues. 
Vyer (2008) in his study "the importance of store image dimensions in apparel retail: 
Customer management and perceptions set up an objective to expand the existing 
body of knowledge on retail store image and the female apparel consumer with 
special reference to the perceived importance of retail store image dimensions. He 
found that atmosphere, merchandize and service were rated as important dimensions. 
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Sandhya and Mohamed (2009) in their study on shopping habits influence of store 
attribute on apparel store patronage intention explored the shopping habits and the 
influence of store attributes on the patronage behaviour of apparel shoppers. Factor 
analysis of 13 store attributes resulted in three latent dimensions labeled Service 
dimension, store image dimension and convenience dimension. 
Ghosh (2010) in his study "Customer expectations of store attributes: A study of 
Organized Retail outlets in India attempted to address issues related to store attnbutes 
and their relevance in the store selection process. Eleven attributes were identified and 
factor analysis yielded three attributes, they are: convenience and merchandize mix, 
store atmospherics and services. 
Chang and Luan (2010) in their study, "Chinese consumer's perception of 
hypermarket store image" set up a purpose to find out store image attributes valued by 
Chinese consumer in Beijing. They found that there were 18 important attributes in 
building a hypermarket retailer's store image in China. The consumers were 
concerned with retailer's reputation and services than with price. In terms of store 
Image dimensions they concluded that store atmosphere is most important followed 
by service and Merchandize. 
Haiyan (2011) in his study Chinese consumers store image formation and its impact 
on patronage behaviour examined the perception of store image among Chinese 
consumers. The important attributes identified were Merchandize and Service. 
Wang and Ha (2011) in their study titled "Store attributes influencing relationship 
marketing: a study of department stores" examined store attributes as the signal for 
the process of customer- retailer relationship building in the context of department 
store operation in the USA. Six store attributes relevant to department store 
environments were found: post-transaction service, direct mail, interpersonal 
communication, merchandise, preferential treatment, and store atmosphere. Four store 
attributes (direct mail, interpersonal communication, merchandise, and preferential 
treatment) involve perceived relationship investment, while one store attribute 
dimension (store atmosphere) directly contributes to perceived relationship quality 
Perceived relationship investment positively influences perceived relationship quality, 
which in turn influences behavioral and attitudinal loyalty intentions. The mediating 
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effects of perceived relationship quality on the perceived relationship investment-
loyalty intention links were confirmed. 
Verma and Madan (2011) in their study factor analyzing the store image attributes to 
identify key components of store image set up an objective to identify key store image 
attributes that affect perceived image of apparel stores. The five factors extracted 
through factor analysis are stores product and operational quality, store overall visual 
appeal, customer convenience , perceived price, post satisfaction and stores 
promotional effectiveness. 
Shyamala and Ravilochanan (2011) in their study consumer buying behaviour in 
organized retail business with reference to FMCG sector set an objective to analyze 
buyer behaviour in different retail outlets and also aimed to identify factors that 
influence the buyer behaviour of the customers .they found that consumer look for 
billing support, good shopping facilities, availability of multibrands and facility for 
replacing defective goods. 
Jhamb and Kiran (2012) in their study "emerging retail formats and its attributes: An 
insight into convenient shopping tried to understand the improvement in retail sector 
in India. They found that consumer prefer modem retail formats due to its significant 
attributes like improved quality, variety of brands and assortment of Merchandize and 
store attributes like parking facility, trained sales personnel and complete security. 
Wei, Hussin, Omar and Nor (2012) in their study named important determinants of 
consumer retail selection decision in Malaysia found out that consumer retail choice is 
influenced by many factors such as store personnel and physical characteristic of the 
store, advertising by the store, store convenience and merchandize selection, store 
location, peer influence, product quality and variety and services offered by the store. 
Badhopadhyaya and Sengupta (2013) in their study Impact of organized food retail on 
consumer buying behaviour in India set up an objective to understand the criteria 
which consumer perceive as important in the choice of store for buying grocery and 
fresh food items. They concluded that customer prefer buying both grocery and fresh 
food items from local retailers. Quality, availability and convenience were found to be 
important factors considered while shopping. 
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The factors deemed to be important for shoppers when they come to shop in retail 
stores were sales personnel, location convenience other convenience factors and 
services. The basic consumer motive in selecting supermarkets as identified from the 
studies surveyed were friendliness of staff, fast checkouts and ease of shopping. 
While shopping at a local shopping centre sales clerk service and location were the 
factor considered as most important. In an extensive store choice survey the primary 
attribute identified were location and secondary attribute identified were service. 
Location, parking, friendliness of sales people were critical aspects of department 
stores that affects downtown patronage decisions. In a study specialty customers rated 
the expertise of salesmen as important. Department store customers were more 
concerned with store location, ease of shopping process and post transaction 
satisfaction. Visitors of supermarket and department stores consider parking as one of 
the important store choice variable. The most important factors while selecting malls 
included convenience and service. In a study of UK specialist menswear fashion 
sector the key attributes of store image was customer service. Store opening hours 
were another important factor identified while shopping. In a study of black female 
clothing shoppers the most important store image attribute considered was post 
purchase satisfaction. The consumer store choice was highly dependent on store 
personnel, convenience of reaching the store and services offered by the store. Store 
image attributes affecting store loyalty depends upon store type. The main 
discriminators while selecting a supermarket were home service, car parking, 
transport provided by the store and help at parking checkouts. 
2.1.3 Atmospherics 
Martineau (1958) suggested that consumer perceive retail stores to have personalities 
and that these are created from a combination of store layout and architecture: 
symbols and colours; advertising and sales personnel. 
Kunkel and Berry (1968) found that the factors deemed to be important for shoppers 
when they come to shop in retail store were price, quality and assortment of 
merchandize, fashion of merchandize, sales personels, advertizing, location 
convenience and other convenience factors, services, sales promotion, advertizing, 
store atmosphere, reputation on adjustment. 
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Mehrabian and Russell (1974) noted that the response that store atmosphere elicits 
from consumers, varies along three dimensions of pleasantness, arousal and 
dominance. 
Bearden (1977) in his study "Determinant attributes of store patronage: downtown 
versus outlying shopping centre found out that store atmosphere, location, parking 
and friendliness of sales people are critical aspects of department store that affect 
downtown patronage decisions for the store considered and in the geographical area 
described. 
Vaughn and Hansotia (1977) opined that merchandise and convenience seem to be the 
two underlying dimensions which consistently appear every time. Merchandise 
quality, merchandise variety, atmosphere of shopping area, availability of sale items 
and ease of shopping comparisons are all component parts of this underlying 
dimension. 
Bellenger et al. (1977) found that some consumers placed the greatest value on 
convenience and economic attributes including convenience to home, accessibility, 
and the presence of services such as banks and restaurants. Others however, 
emphasized recreational attributes including atmosphere, fashion ability, variety of 
stores and merchandise. 
Pessemier (1980) found that department store customers were more concerned with 
quality of merchandise, ease of the shopping process, and post-transaction 
satisfaction. However, grocery store shoppers were concerned with merchandise mix 
and cleanliness of the store. 
Ghosh (1990) introduced eight elements: location; Merchandize; store atmosphere; 
customer services; price; advertising; personal selling; sales incentive programs. 
Schwartz (1992) found that climate influences consumer behaviour at least as much as 
age, income or any other demographic characteristic 
Baker, Grewal and Parasuraman (1994) in their study "the influence of store 
environment on quality inferences and store image examined how combination of 
specific elements in the retail store environment influence consumer inferences about 
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merchandize and service quality and discussed the extent to which these mediate the 
influence of store environment on store image, they found that ambient and social 
elements in the store environment provide cues that consumer use for their quality 
inference. The store environment, merchandize quality, and service quality were 
found to be determinants of store image. 
Arnold (1997) propped that differences exist across sectors and differences exist 
within sectors. The primary attributes which seemed to be important were location, 
price and assortment. The secondary factors were quality, service, value and sales 
promotion. 
Shim and Eastlick (1998) defined mall shopping attitude as the shopper's attitude 
towards a variety of dimensions including location, variety of stores, parking, mall 
employee behaviour, price, quality, customer service, promotional activities, 
ambience, mall amenities, food and refi-eshments and safety. They suggest that mall 
patrons' attitudes to malls can be assessed by shoppers' cognitive belief about the 
importance and their effective evaluation of those attributes. After an extensive 
review of store and shopping-center patronage literature, 12 shopping mall attributes 
were chosen to evaluate the importance mall patrons place on them. They correspond 
to the most common attributes measured in past patronage research: price, variety of 
stores, personnel, customer service, promotions, merchandise quality, mall facilities, 
parking, atmosphere / ambience, location, refreshments available and safety. 
Csaba and Askegaard (1999) found that enclosure is regarded as a prerequisite for 
success in markets subject to climatic extremes. Enclosures not only offer shoppers 
protection fi-om the elements, but also the noise, traffic and odours that often 
characterize the shopping strip. Moreover, by creating a sheltered, pleasant 
environment, it can encourage shoppers to relax and enjoy the shopping experience 
itself 
Birstwistle (2001) in his study "Customer and Company perspective of store 
positioning: A study of UK specialist men's wear fashion sector explores the key 
issues of consumer and retailer's perspective of store positioning and how consumer 
perceive this image. The important attributes identified were product quality, 
customer service and store environment. 
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Koo (2003) proposed seven components: store atmosphere; location; convenient 
facilities; value; employee services (EMS); after sale services (AFS); merchandising. 
Tan and Thang (2003) in their study named linking consumer perception to preference 
of retail store; an empirical assessment of the multi attributes of store image focused 
on how consumer perception of attributes of store image affects the preference of 
stores. The most important attribute found out while choosing a store included store 
atmosphere, in store service, accessibility, reputation, promotion, facilities and post 
transaction services. The regression analysis identified the following attributes as 
significantly influencing consumer preference, merchandizing, accessibility, 
reputation, in store service and atmosphere. 
Malls perceived to have a pleasant and moderately arousing atmosphere are likely to 
be more favored by shoppers than those with less pleasant atmosphere. Similarly, 
malls that are moderately arousing are likely to be more favored than malls that are 
perceived to be highly arousing or not arousing at all. There is much evidence in the 
retailing literature to support the notion that mall atmosphere is an important factor in 
mall evaluation, patronage and loyalty (cited [Andrew et al, 2006], [Babin and 
Attaway, 2000], [Grewal et al, 2003], [Keng et al, 2007], [Michon et al, 2005]). 
Yoo and Chang (2005) in their study "An Exploratory research on store image 
attributes affecting its store loyalty found out that store image attributes affecting 
store loyalty depends upon store type. They found out that in department store, 
atmosphere, location, shopping facility and sales personnel service affects store 
loyalty. In discount stores advertising, quality of merchandize, credit service and store 
atmosphere have significant affect on store loyalty. 
Kaul (2005) made a study on which store attributes applied to self-image of 
consumers and their impact on in store satisfaction and patronage intentions and he 
further observed that a store having modem equipment good and clean physical 
facilities and case in transactions would be able to yield satisfaction and patronage 
intention. 
Perumal (2005) in her study "a study on store image attributes and loyalty behaviour 
investigated the relationship between store image and store loyalty behaviour for 
supermarket stores. The study also determined the major attributes namely Store 
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convenience. Conducive environment, Value- Price, Employee sen i^ce and product 
assortment. 
Hedrick et. al. (2005) proposed that store environment and store atmospheric can 
influence customer's expectations on the retail salesperson. They conducted a study on 
sales people and store atmosphere and identified that customer's perceptions of 
salesperson's attributes and relationship building behaviour's were important drivers 
of customer satisfaction. 
Carpenter and Moore (2006) set up an objective to provide a general understanding of 
grocery consumer's retail format choice of US market place. They identified store 
attributes like price, competitiveness, product selection and atmosphere as drivers of 
format choice. 
Giraldi, Spinelli, Carpomar (2007) compared the theoretical and empirical dimensions 
of a retail store image. This was a quantitative study and the data collected was 
analyzed by means of factor analysis in order to identify the underlying factors to 
retail store image. Nine store image dimensions that emerged were: quality, price, 
after sales service, advertizing, clientele, assortment, convenience, atmosphere and 
service. 
Sonnesburg and Erasmus (2008) conducted an exploratory study which described the 
role of extrinsic cues relating to retailers image and store brand in young urban 
consumers choice of interior textile products. The store image attributes which were 
foimd significant were: atmosphere, price and quality perceptions product selection 
and value added services as extrinsic cues 
Vyer (2008) in his study "the importance of store image dimensions in apparel retail: 
Customer management and perceptions set up an objective to expand the existing 
body of knowledge on retail store image and the female apparel consumer with 
special reference to the perceived importance of Retail store image dimensions. He 
found that atmosphere, merchandize and service were rated as important dimensions. 
Bhatnagar (2009) in her study titled "Exploring Consumer's Perceptional Framework 
within a Store - An Empirical Study", examined the extent to which the various 
factors comprising the internal vibes of the stores influence the visitors. The author 
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concluded that the seven attributes against which the opinion was taken, were lighting 
in the store, colour scheme, window display, smell, music, design layout and 
cleanliness. She further explained that in the present age, goods are not only 
consumed for their use or exchange value, but are also consumed as signs of luxury, 
exoticism and excess. Thus consumers need to be seduced and delighted when they 
come to a store for shopping. Stores with a beautiful display, perfect lighting coupled 
with appealing smell and music can create sensations and affect consumer shopping 
attitude and patronage behaviour. 
Bhattacharjee (2009) in his study titled "Preferences of Different Formats of Retailing 
for Food and Grocery Shopping" identified seven attraction points to visit a store and 
a retail format: price, promotions, hangout place, product range, product mix, ease of 
travel and parking comfort. He further said that the tolerance to commute is lowering. 
The people are willing to go 4 km or even more for hypermarkets / shopping malls, 
while for small format modem stores not more than half a kilometer. Expectation for 
a kirana store is less than 500 meters. 
Rajagopal (2009) in his study titled "Growing Shopping Malls and Behaviour of 
Urban Shoppers" analyzed the cognitive attributes of the shoppers towards 
attractiveness of shopping malls and intensity of shopping. The results of the study 
revealed that ambience of shopping malls, assortment of stores, sales promotions and 
comparative economic gains in the mall attract higher customer traffic to the malls. 
Chang and Luan (2010) in their study, "Chinese consumer's perception of 
hypermarket store image" set up a purpose to find out store image attributes valued by 
Chinese consumer in Beijing. They found that there were 18 important attributes in 
building a hypermarket retailer's store image in China. The consumers were 
concerned with retailer's reputation and services than with price. In terms of store 
Image dimensions they concluded that store atmosphere is most important followed 
by service and Merchandize. 
Verma and Madan (2011) in their study "factor analyzing the store image attributes to 
identify key components of store image set up an objective to identify key store image 
attributes that affect perceived image of apparel stores. The five factors extracted 
through factor analysis are stores product and operational quality, store overall visual 
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appeal, customer convenience, perceived price, post satisfaction and stores 
promotional effectiveness. 
Wang and Ha (2011) in their study titled "Store attributes influencing relationship 
marketing: a study of department stores" examined store attributes as the signal for 
the process of customer- retailer relationship building in the context of department 
store operation in the USA. Six store attributes relevant to department store 
environments were found: post-transaction service, direct mail, interpersonal 
communication, merchandise, preferential treatment, and store atmosphere. Four store 
attributes (direct mail, interpersonal communication, merchandise, and preferential 
treatment) involve perceived relationship investment, while one store attribute 
dimension (store atmosphere) directly contributes to perceived relationship quality. 
Perceived relationship investment positively influences perceived relationship quality, 
which in turn influences behavioral and attitudinal loyalty intentions. The mediating 
effects of perceived relationship quality on the perceived relationship investment-
loyalty intention links were confirmed. 
Wei, Hussin, Omar and Nor (2012) in their study named important determinants of 
consumer retail selection decision in Malaysia found out that consumer retail choice is 
influenced by many factors such as store personnel and physical characteristic of the 
store, advertising by the store, store convenience and merchandize selection, store 
location, peer influence, product quality and variety and services offered by the store. 
Retail stores have personalities which are created firom a combination of store layout, 
architecture, symbols and colours. The factors deemed to be important for shoppers 
when they come to shop in retail stores is store atmosphere. Store atmosphere is the 
critical aspect of department store that affects downtown patronage decisions. 
Atmosphere of the shopping area is an important component of store attributes which 
shoppers consider as important while shopping .Recreational attribute like atmosphere 
is considered important while choosing a store. More ever ambient and social 
elements in the store environment provide cues that consumer use for inference oi 
store image attributes. In a study of UK specialist menswear fashion sector the 
important store image identified were store enviromnent. In a study exploratory 
research on store image attributes affecting store loyalty the results showed that in 
department store atmosphere affects store loyalty. Again store atmosphere was found 
47 
to be an important driver of customer satisfaction. In a study of grocery consumer 
retail format choice of US market place atmosphere was found to be driver of format 
choice. In a study which described the role of extrinsic cues relating to retailer's 
image the store image attribute which was found to be important was atmosphere. 
2.1.4 Retail Communication 
Martineau (1958) suggested that consumer perceive retail stores to have personalities 
and that these are created from a combination of store layout and architecture: 
symbols and colours; advertising and sales personnel. 
Kunkel and Berry (1968) found that the factors deemed to be important for shoppers 
when they come to shop in retail were price, quality and assortment of merchandize, 
fashion of merchandize, sales personels, advertizing, location convenience and other 
convenience factors, services, sales promotion, advertizing, store atmosphere, 
reputation on adjustment. 
James (1976) proposed a behavioral approach and defined store image as "a set of 
attitudes based on the evaluation of those store attributes deemed to be important by 
consumers. They concluded that perception of store image is based on individual 
experience in a store by talking with friends or by seeing advertising and window 
displays. 
Arnold (1977) conducted extensive store choice surveys and they proposed that 
differences exist across sectors and that some variances exist within sectors. The 
primary attributes identified in all sectors were location, price and assortment and the 
secondary attributes were quality, service value and sales promotion. 
Ghosh (1990) introduced eight elements: location; Merchandize; store atmosphere; 
customer services; price; advertising; personal selling; sales incentive programs. 
Shim and Eastlick (1998) defined mall shopping attitude as the shopper's attitude 
towards a variety of dimensions including location, variety of stores, parking, mall 
employee behaviour, price, quality, customer service, promotional activities, 
ambience, mall amenities, food and refreshments and safety. They suggest that mall 
patrons' attitudes to malls can be assessed by shoppers' cognitive belief about the 
importance and their effective evaluation of those attributes. After an extensive 
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review of store and shopping-center patronage literature, 12 shopping mall attributes 
were chosen to evaluate the importance mall patrons place on them. They correspond 
to the most common attributes measured in past patronage research: price, variety of 
stores, personnel, customer service, promotions, merchandise quality, mall facilities, 
parking, atmosphere / ambience, location, refreshments available and safety. 
Malls perceived to have stores with acceptable prices are likely to be favored by 
shoppers than malls with stores having unacceptable prices. Similarly, malls that 
engage in promotions to offer shoppers more store bargains are favored than malls 
that do not engage in such promotions. Much evidence exists supporting the effect of 
prices and promotion on shoppers' behavioral responses (cited [Leo and Philippe, 
2002], [Parsons, 2003], [Yavas, 2001] and [Yavas, 2003]). 
Well, Husin and Omar (2003) in their study " Determinants of Retail store selection 
decision in Malaysia set up an objective to study how do consumers choose among 
alternative retail outlets when purchasing different type of products and what 
important factors influence consumer store selection decision. The findings suggested 
that consumer retail choice is highly dependent on types of goods purchased. The 
study identified the important determinants of retail store selection they were, store 
persormel and physical characteristic of store, advertising by the store, store 
convenience and merchandize selection, convenience of reaching the store, product 
quality and variety and services offered by the store. 
Parsons (2003) in his study titled "Assessing the Effectiveness of Shopping Mall 
Promotions: Customer Analysis", analyzed common promotional activities employed 
by shopping mall marketers, which were ranked by a sample of customers on their 
likelihood of encouraging increases in the two key performance indicators used by 
shopping malls - sales and visits. Whilst mall-wide sales are the preferred promotion, 
a combination of general entertainment and price-based promotions were found to be 
a strong alternative way to encourage visits and spending. 
Paulin and Geisfeld (2003) in their study "the effect of consumer perceptions of retail 
store attributes on apparel store preference" examined consumer perception of retail 
store attributes to determine their effect on store preference they found that four 
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variables affected store preference they were: type of clothing desired in the stock, 
outside store appearance, shopping hours and advertising. 
Riskhotso (2003) in a study titled Personal characteristics, perception of store image 
attributes and store choice of black female clothing investigated personnel 
characteristics and perception of store image attributes. The study population 
consisted of black female public service employees based in Giyani. The respondents 
indicated that most of the store image attribute factors listed in the questioimaire were 
important. Physical facilities, post purchase satisfaction, merchandize in the store and 
promotion were ranked very important. 
Tan and Thang (2003) in their study named linking consumer perception to preference 
of retail store: an empirical assessment of the multiattributes of store image focused 
on how consumer perception of attributes of store image affects the preference of 
stores. The most important attribute found out while choosing a store included store 
atmosphere, in store service, accessibility, reputation, promotion, facilities and post 
transaction services. The regression analysis identified the following attributes as 
significantly influencing consumer preference, merchandizing, accessibility, 
reputation, in store service and atmosphere. 
Yoo and Chang (2005) in their study "An Exploratory research on store image 
attributes affecting its store loyalty found out that store image attributes affecting 
store loyalty depends upon store type. They found out that in department store, 
atmosphere, location, shopping facility and sales personnel service affects store 
loyalty. In discount stores advertising, quality of merchandize, credit service and store 
atmosphere have significant affect on store loyalty. 
Gupta and Kaur (2006) in their paper titled "An Exploratory Research on Promotional 
Strategies and its Relation with Attributes of Stores as Perceived by Consumers in a 
Shopping Mall" examined the extent to which different promotional frames attached 
shoppers' perception towards product service and made a positive buying decision. 
His study found that significant difference is found in two groups of discount and 
non-discount category, seasonal sales and non-seasonal sales, coupons and non-
coupons, so far as indicators like general characteristics and physical characteristics. 
Location convenience is concerned but no significant difference is found in two 
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groups of membership discounts and non-memberships discounts. He has further 
gone to suggest that store retailers must provide a setting that will allow consumers to 
shop for their needs and wants in the marketplace and they should find ways to tailor 
their environments to attract customers and increase patronage, 
Giraldi, Spinelli, Carpomar (2007) compared the theoretical and empirical dimensions 
of a retail store image. This was a quantitative study and the data collected was 
analyzed by means of factor analysis in order to identify the underlying factors to 
retail store image. Nine store image dimensions that emerged were: Quality, Price, 
after sales service, advertizing, Clientele, assortment, convenience, atmosphere and 
service. 
Alhemoud (2008) in their study named shopping behaviour of supermarket consumer 
in Kuwait attempted to explore the determinant attribute that influence the patronage 
decisions of supermarket consumers in Kuwait. Based on the descriptive analysis of 
the data collected via accidental sampling procedure fourteen store image attribute 
were identified, these attributes were factor analyzed generating four image 
dimension labeled Merchandize, Personnel Accessibility and Promotion. Stepwise 
regression analysis showed that merchandize image was the most salient in 
determining the fi-equency of supermarket shopping. 
Madan and Verma (2011) in their study "Factor analyzing the store attributes to 
identify key component of store image attempted to find out key factors that are 
important to hidian customers while choosing a store. They found out that stores 
product and operational quality, stores overall visual appeal, customer convenience, 
perceived piece and past satisfaction and stores promotional effectiveness are 
important factors. 
Retail stores have personalities which are created from sales promotion and 
advertising. The factors deemed to be important for shoppers when they come to shop 
in retail stores were sales promotion and advertising. The perception of a store image 
is based on individual experience in a store by seeing advertising and window 
displays. In a study determinant of retail store selection decisions in Malaysia 
suggested that consumer retail choice was affected by store promotion and advertising 
in the store. In a study of black female clothing shopper's promotion was ranked as 
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very important attribute. An empirical assessment of multiattributes of store image 
showed that the most important attribute found out while choosing a store included 
sales promotion. An exploratory study research on store image attributes affecting its 
store loyalty the most important attribute that affects store loyalty were advertising 
and sales promotion. In a quantitative study the most important dimension while 
selecting the store was advertising by the store. In a study shopping behaviour of 
supermarket consumers in Kuwait promotion was the most important attribute 
affecting store choice. 
2.2 Shopping Motivations 
Shopping, buying and utilizing are three activities which constitutes the consumer 
behavior in a holistic manner (Tauber, 1972). Myriad number of literatures is 
available which have identified various dimensions and concepts of customers buying 
and consumption behavior. However, very few literatures are available which have 
described about the various constructs of shopping behavior and even fewer numbers 
of researchers have focused on Indian Consumers. 
According to Assael (1987), shopping behavior is the most unique of behavior which 
the consumers exhibit. Gifts, clothing, groceries, gifts and household items are some 
of the most common type of shopping which consumers indulge in a highly frequent 
manner. But according to Dholakia (1999), occasion and motives are also some 
crucial points which influence the consumers shopping behavior. For example, for 
some consumers, shopping is all about getting the best deal out of bargaining, for 
some (especially teenagers or the young crowd) shopping is a means of getting 
acquainted and interact more with others in a social context and for some it is a way 
of breaking out from the regular monotonous professional and personal routine (Reid 
and Brown, 1996). 
2.2.1 Utilitarian Shopping Motive 
Bloch et al. (1994) examined the effect of mall physical environment on consumers' 
emotional states and found that malls were viewed by consumers as a place not only 
for shopping, but also for other activities, such as entertainment. 
A study by Westbrook and Black (1985) concluded that motivation-based shopping 
typology is the most appropriate way to classify shoppers. This framework is viewed 
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as guiding retail strategy formulation as well as advancing efforts to develop more 
comprehensive theories of shopping behavior. In addition, "the consideration of 
motivation is implicit in extant typologies" (Westbrook and Black, 1985, p. 35). 
Westbrook and Black's shopping typology is as follows (pp. 86-87): 
a) Anticipated utility. Some people go to the store with the aim of obtaining a 
particular product. They expect to gain the utility offered by that product. 
b) Role enactment. The idea of this shopping motivation is arguably similar to 
role playing in Tauber's shopping typology. The motive for going to the store 
is largely affected by the person's role in society, which is culturally defined. 
c) Negotiation. Some people gain satisfaction if they can negotiate the price, 
believing they gain a good value product. Tauber (1972) named this motive as 
the pleasure of bargaining. 
d) Choice optimization. For some people, shopping is a way to find a suitable 
product to fulfill their need. 
e) Affiliation. Socializing with other persons in the store is another shopper 
motivation. Westbrook and Black (1985) added the term of indirect affiliation, 
to express the intention to interact with a particular group. This idea 
encompasses three of the motives in Tauber's shopping typology: social 
experiences outside the home, communication with others having similar 
interests and peer group attraction. 
f) Power and authority. Shopping for some people is seen as a means of 
improving their social position. 
g) Stimulation. Some people go to the store with the main purpose of interacting 
with the store environment in order to feel stimulated. This shopping motive 
was also raised in Tauber's shopping typology. 
Babin et al. (1994) developed a scale to measure hedonistic and utilitarian values 
obtained fi-om the experience of shopping. The study identified two dimensions of 
shopping and showed that consumers perceive shopping both in utilitarian and 
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hedonic terms. This approach recognizes that not all consumer behavior implies the 
fulfillment of functional needs but also involves emotional motivations. 
Roy (1994) in his study considered several characteristics of shoppers - such as 
functional shopping motivation, deal proneness, recreational shopping motivation, 
age, income and family size, to be a significant influence on mall shopping frequency. 
Kim (2006) analyzed hedonic and utilitarian shopping motivations among inner city 
and non-inner city consumers in the USA. The questionnaire was composed of 18 
items corresponding to the hedonistic motivations scale developed by those authors 
and of six utilitarian items based on the work of Babin et al. (1994). Kim successfully 
validated the items used to measure the six hedonistic dimensions proposed by Arnold 
and Reynolds (2003) and identified two utilitarian dimensions: "Achievement" and 
"Efficiency". Based on these eight dimensions, the author identified five shopper 
groups: the "Alpha shopper" is an intense buyer with high rank of motivation in the 
various aspects of shopping; the "Economic shopper" is price sensitive, with a 
rational perspective on shopping; the "Beta shopper" is identical to the alpha shopper, 
with lower but yet strong shopping motivations; the "Fimctional shopper" presents 
strong utilitarian shopping motivations; and the "Mission specialist" with strong 
utilitarian shopping motivations and enjoying shopping for others. 
Miller (1998) identified two different categories of shopping: provisioning and 
hedonic. Provision or economic shopping is daily shopping that is motivated by 
necessity, conceptually related with thrift, and associated with the utilitarian model. 
Some people go to the store with the aim obtaining a particular product. They expect 
to gain utility offered by that product. For some people, shopping is way to find a 
suitable product to fulfill their need. Provision or economic shopping is daily 
shopping that is motivated by necessity. 
2.2.2 Socialization shopping Motive 
Tauber (1972) conducted an exploratory study to uncover the reasons why people 
shop. The sample used in the study, both men and women, was quite different to 
samples used in previous studies such as those of Stone (1954) and the Chicago 
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Tribune (1955). These two studies focused solely on females. By incRinnif men in the 
sample, the study findings may have been enriched. 
The most interesting finding from Tauber's study was the recognition of non-product 
motives. Tauber stressed that "an understanding of shopping motives requires the 
consideration of satisfactions which shopping activities provide, as well as the utility 
obtained from the merchandise that may be purchased" (p. 58). This view provides a 
new insight on shopping typology. 
Specifically, Tauber's typology is divided into two main categories (pp. 47-48). The 
first category, personal motives, consists of: 
1. Role playing. This motive relates to the role of the shopper in the society 
Housewives tend to view grocery shopping as one of their roles in society. 
2. Diversion. Some people use shopping as a recreational activity. 
3. Self-gratification. In this case shopping is seen as a medium for expressmg 
different emotional states or moods. 
4. Learning about new trends. Finding information about new products and model 
provides motivation for some people to go to the store. 
5. Physical activity. Going shopping is an alternative for doing exercise. 
6. Sensory stimulation. Some shoppers go to the store in order to gain some sensory 
benefit. 
The second category of shopping motive category is social: 
1. Social experiences outside the home. Shopping is viewed as a medium for 
socializing. 
2. Communication with others having a similar interest. Some people go 
shopping for the opportunity to interact with others having similar interests. 
3. Peer group atfraction. Shopping is a way to self-express, to be with one's peer 
group or a reference group. 
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4. Status and authority. Some people go shopping to gain attention and respect. 
5. The pleasure of bargaining. Shopping brings pleasure through bargaining over 
the price. 
A later study by Westbrook and Black (1985) concluded that motivation-based 
shopping typology is the most appropriate way to classify shoppers. This framework 
is viewed as guiding retail strategy formulation as well as advancing efforts to 
develop more comprehensive theories of shopping behavior. In addition, "the 
consideration of motivation is implicit in extant typologies" (Westbrook and Black, 
1985, p. 35). 
Westbrook and Black's shopping typology is as follows (pp. 86-87): 
a) Anticipated utility. Some people go to the store with the aim of obtaining a 
particular product. They expect to gain the utility offered by that product. 
b) Role enactment. The idea of this shopping motivation is arguably similar to 
role playing in Tauber's shopping typology. The motive for going to the store 
is largely affected by the person's role in society, which is culturally defined. 
c) Negotiation. Some people gain satisfaction if they can negotiate the price, 
believing they gain a good value product. Tauber (1972) named this motive as 
the pleasure of bargaining. 
d) Choice optimization. For some people, shopping is a way to find a suitable 
product to fulfill their need. 
e) Affiliation. Socializing with other persons in the store is another shopper 
motivation. Westbrook and Black (1985) added the term of indirect affiliation, 
to express the intention to interact with a particular group. This idea 
encompasses three of the motives in Tauber's shopping typology: social 
experiences outside the home, communication with others having similar 
interests and peer group attraction. 
f) Power and authority. Shopping for some people is seen as a means of 
improving their social position. 
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g) Stimulation. Some people go to the store with the main purpose of interacting 
with the store environment in order to feel stimulated. This shopping motive 
was also raised in Tauber's shopping typology. 
In the retail context, Arnold and Reynolds (2003) stresses that "hedonic shopping 
motives are similar to the task orientation of utilitarian shopping motives, only the 
task is concerned with hedonic fulfillment, such as experiencing fun, amusement, 
fantasy and sensory stimulation" (p. 78). 
The hedonic shopping motivation typology developed by Arnold and Reynolds (2003. 
pp. 80-81) is as follows: 
1. Adventure shopping. According to this motive, going shopping is an 
adventure. Arnold and Reynolds explain that people with this kind of motive 
expect to gain "adventure, thrills, stimulation, excitement, and entering a 
different universe of exciting sights, smells, and sounds" (p. 80). 
2. Social shopping. Socializing is the main purpose for some shoppers when they 
go shopping. 
3. Gratification shopping. Life nowadays is so complex and the level of tension 
has increased in society. Some people go shopping to ease this tension. 
4. Idea shopping. Shopping could update people's knowledge about the 
development of new trends and models. 
5. Role shopping. Arnold and Reynolds highlight the concept of this motive by 
stating "role shopping reflects the enjoyment that shoppers derive from 
shopping for others, the influence that this activity has on the shoppers' 
feeling and moods, and the excitement and intrinsic joy felt by shoppers when 
finding the perfect gift for others" (p. 81). 
6. Value shopping. Some people go shopping to find a good value product. 
Social shopping (SOC), grounded in affiliation theories of human motivation, reflects 
socializing aims of shoppers while shopping (Reynolds and Beatty, 1999). 
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Shopping is viewed as medium for socializing. Some people go to shop for the 
opportunity to interact with others having similar interests. Shopping is way to self 
express to be with ones peer group or a reference group. Some people go shopping to 
gain attention and respect. Shopping also brings pleasure through bargaining over 
price. 
2.2.3 Gratification Sliopping Motive 
Tauber (1972) conducted an exploratory study to uncover the reasons why people 
shop. The sample used in the study, both men and women, was quite different to 
samples used in previous studies such as those of Stone (1954) and the Chicago 
Tribune (1955). These two studies focused solely on females. By including men in the 
sample, the study findings may have been enriched. 
The most interesting finding from Tauber's study was the recognition of non-product 
motives. Tauber stressed that "an understanding of shopping motives requires the 
consideration of satisfactions which shopping activities provide, as well as the utility 
obtained from the merchandise that may be purchased" (p. 58). This view provides a 
new insight on shopping typology. 
Specifically, Tauber's typology is divided into two main categories (pp. 47-48). The 
first category, personal motives, consists of: 
1. Role playing. This motive relates to the role of the shopper in the society. 
Housewives tend to view grocery shopping as one of their roles in society. 
2. Diversion. Some people use shopping as a recreational activity. 
3. Self-gratification. In this case shopping is seen as a medium for expressing 
different emotional states or moods. 
4. Learning about new trends. Finding information about new products and 
model provides motivation for some people to go to the store. 
5. Physical activity. Going shopping is an alternative for doing exercise. 
6. Sensory stimulation. Some shoppers go to the store in order to gain some 
sensory benefit. 
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The second category of shopping motive category is social: 
1. Social experiences outside the home. Shopping is viewed as a medium tor 
socializing. 
2. Communication with others having a similar interest. Some people go 
shopping for the opportunity to interact with others having similar interests. 
3. Peer group attraction. Shopping is a way to self-express, to be with one's peer 
group or a reference group. 
4. Status and authority. Some people go shopping to gain attention and respect. 
5. The pleasure of bargaining. Shopping brings pleasure through bargaining over 
the price. 
A later study by Westbrook and Black (1985) concluded that motivation-based 
shopping typology is the most appropriate way to classify shoppers. This framework 
is viewed as guiding retail strategy formulation as well as advancing efforts to 
develop more comprehensive theories of shopping behavior. In addition, "the 
consideration of motivation is implicit in extant typologies" (Westbrook and Black, 
1985, p. 35). 
Westbrook and Black's shopping typology is as follows (pp. 86-87): 
a) Anticipated utility. Some people go to the store with the aim of obtaining a 
particular product. They expect to gain the utility offered by that product. 
b) Role enactment. The idea of this shopping motivation is arguably similar to 
role playing in Tauber's shopping typology. The motive for going to the store 
is largely affected by the person's role in society, which is culturally defined. 
c) Negotiation. Some people gain satisfaction if they can negotiate the price, 
believing they gain a good value product. Tauber (1972) named this motive as 
the pleasure of bargaining. 
d) Choice optimization. For some people, shopping is a way to find a suitable 
product to fiilfiU their need. 
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e) Affiliation. Socializing with other persons in the store is another shopper 
motivation. Westbrook and Black (1985) added the term of indirect affiliation, 
to express the intention to interact with a particular group. This idea 
encompasses three of the motives in Tauber's shopping typology: social 
experiences outside the home, communication with others having similar 
interests and peer group attraction. 
f) Power and authority. Shopping for some people is seen as a means of 
improving their social position. 
g) Stimulation. Some people go to the store with the main purpose of interacting 
with the store environment in order to feel stimulated. This shopping motive 
was also raised in Tauber's shopping typology. 
In the retail context, Arnold and Reynolds (2003) stresses that "hedonic shopping 
motives are similar to the task orientation of utilitarian shopping motives, only the 
task is concerned with hedonic fulfillment, such as experiencing fun, amusement, 
fantasy and sensory stimulation" (p. 78). 
The hedonic shopping motivation typology developed by Arnold and Reynolds (2003, 
pp. 80-81) is as follows: 
1. Adventure shopping. According to this motive, going shopping is an 
adventure. Arnold and Reynolds explain that people with this kind of motive 
expect to gain "adventure, thrills, stimulation, excitement, and entering a 
different universe of exciting sights, smells, and sounds" (p. 80). 
2. Social shopping. Socializing is the main purpose for some shoppers when they 
go shopping. 
3. Gratification shopping. Life nowadays is so complex and the level of tension 
has increased in society. Some people go shopping to ease this tension. 
4. Idea shopping. Shopping could update people's knowledge about the 
development of new trends and models. 
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5. Role shopping. Arnold and Reynolds highlight the concept of this motive by 
stating "role shopping reflects the enjoyment that shoppers derive from 
shopping for others, the influence that this activity has on the shoppers" 
feeling and moods, and the excitement and intrinsic joy felt by shoppers when 
finding the perfect gift for others" (p. 81). 
6. Value shopping. Some people go shopping to find a good value product. 
Babin et al. (1994) developed a scale to measure hedonistic and utilitarian values 
obtained from the experience of shopping. The study identified two dimensions of 
shopping and showed that consumers perceive shopping both in utilitarian and 
hedonic terms. This approach recognizes that not all consumer behavior implies the 
fulfillment of fiinctional needs but also involves emotional motivations. 
Roy (1994) in his study considered several characteristics of shoppers - such as 
fiinctional shopping motivation, deal proneness, recreational shopping motivation, 
age, income and family size, to be a significant influence on mall shopping frequency. 
Bloch et al. (1994) demonstrated that consumers go to shopping centers to seek 
entertairmient, boredom relief, social interaction with friends, fiin, relaxation and 
freedom from concerns about personal safety, as well as a wide choice of comparison 
shopping. 
Gratification shopping (GRA), grounded in tension-reduction theories of human 
motivation, involves shopping for relieving stress (Lee et al., 2001). 
Hirschman and Holbrook (1982) introduced the concept of Hedonic consumption that 
involves multi-sensory and emotive aspects of the consumer's experiences with 
products. 
According to this shopping motive going shopping is an adventure. The people with 
this kind of motive expect to gain adventure. Some people use shopping as 
recreational activity. In this type of motive shopping is also seen as a medium for 
expressing different emotional states or moods. Some shoppers also go to the store in 
order to gain some sensory benefit. Some people go to the store with the main purpose 
of interacting with the store environment in order to feel stimulated. Again people 
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with this kind of motive expect to gain adventure thrills, stimulation, excitement and 
entering a different universe of exciting sights smells and sounds. 
Table 2-1: Summary table of literature by different authors 
Merchandize Kunkel and Berry (1969), Skinner (1969), Jolson and Spath 
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(1977), Bearden (1977), Bellenger et.al (1977), Schiffman 
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and Greenberg (1985), Fahey (1990), Ghosh (1990), Baker, 
Grewal and Parasuraman (1994), Finn and Louviere (1996), 
Arnold (1997), Koo (2003), Thompson and Chen (1998), 
Erdem et.al. (1999), Jantan and Kamruddin (1999), 
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(2003), Lee (2003), Well, Husin and Omar (2003), Tan and 
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Convenience Martineau (1958), Kunkel and Berry (1968), Skinner (1969), 
Jolson and Spath (1973), Arnold (1977), Bearden (1977), 
Vaughn and Hastonia (1977), Bellenger et.al. (1977), 
Schiffman (1977), Arnold and Tigert (1978), Pessemier 
(1980), Fahey (1990), Ghosh (1990), Shim and Kotsiopoulos 
(1992), Baker, Grewal and Parasuraman (1994), Finn and 
Louviere (1996), Arnold (1977), Bodkin and Lord (1997), 
Koo (2003), Thompson and Chen (1998), Erdem et. al. 
(1999), Jantan and Kamruddin (1999), Birstwistle (2001), 
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Atmospherics 
Paulin and Geisfeld (2003), Rikhotso (2003), Well Husin and 
Omar (2003), Tan and Thang (2003), Yoo and Chang (2005), 
Kaul (2005), Pemmal (2005), Anik and Vouk (2005), 
Carpenter (2006), Aldy (2007), Giraldi, Spinelli and 
Carpomar (2007), Moutinho and Hutcheson (2007), 
Sonnesburg and Erasmus (2008), Vyer (2008), Sandhya and 
Mohamed (2009), Ghosh (2010),Wang and Ha (201 l),Chang 
and Luan (2010), Haiyan (2011), Verma and Madan (2011), 
Shyamala and Ravilochanan (2011), Jhamb and Kiran 
(2012), Badhopadhyaya and Sengupta (2013) 
Martineau (1958), Kunkel and Berry (1968), Bearden (1977), 
Vaughn and Hastonia (1977), Bellenger et.al. (19'77), 
Pessemier (1980), Ghosh (1990), Baker, Grewal and 
Parasuraman (1994), Arnold (1997), Koo (2003), Birstwistle 
(2001), Tan and Thang (2003), Yoo and Chang (2005), Kaul 
(2005), Pemmal (2005), Hedrick et. al. (2005), Carpenter and 
Moore (2006), Giraldi, Spinelli and Carpomar (2007), 
Sonnesburg and Erasmus (2008), Vyer (2008), Wang and Ha 
(2011), Well Husin Omar and Noor (2012), Chang and Luan 
(2010), Verma and Madan (2011) 
Retail 
Communication 
Martineau (1958), Kunkel and Berry (1968), James (1976), 
Arnold (1977), Ghosh (1990), Well, Husin and Omar (2003), 
Paulin and Geisfeld (2003), Riskhotso (2003),Tan and Thang 
(2003), Yoo and Chang (2005), Giraldi Spinelli and 
Carpomar (2007), Alhemoud (2008), Verma and Madan 
(2011) 
Utilitarian Bloch et al (1994), West brook and Black (1985), Babin 
(1994), Kim (2006), Miller (1998) 
Socialization 
Gratification 
Tauber (1972), Westbrook and Black (1985), Arnold and 
Reynolds(2003), Reynolds an Beatty (1999) 
Tauber (1972), Westbrook and Black (1985), Arnold and 
Reynolds (2003), Babin (1994), Lee et. al. (2001), 
Hirschman and Holbrook (1982) 
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Figl.l: The research Model used in the study of Piyush Kumar Gupta and 
Arindam Banerjee. 
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FIG:2.2 
Framework for Examining store Preferences in an Evolving Market 
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Piyush Kumar Gupta and Arindam Banerjee found that the type of store (product 
category sold) was dependent variable and these ten factors were independent 
variable. The factors scores of each of the dimensions were used as input. The 
analysis showed that shopper perceive store in a multidimensional way and that the 
dimension vary significantly across the type of store frequented. 
Consumers at grocery/ fruit and vegetable stores report the most diverse set of 
observations regarding these stores. There was a general agreement that convenience 
and brand spread were the most significant features of the store that were visited. 
Perceived risks of purchase of merchandize from the specific store, proximity of 
stores to residence also make up a significant share of perception about the store 
visited. The ambience and facilities which are the mainstays of most newly opened 
stores have surprisingly, not figured as top of mind perception regarding this type of 
store in general, interestingly, brand spread and convenience , rated high in 
perception, do not figure as highly significant drivers of store choice 
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2.3 Factors identified through Literature Review 
Retail Merchandize is an important dimension which consumer prefer while 
shopping. Retail Merchandize consists of product quality, product variety, prices and 
range of fashion goods. Shopping Convenience is another factor deemed to be 
important by customer while shopping. It consists of parking facilities, location of the 
store, store opening hours, locating the products, checking out time, payment 
facilities, packaged units, store layout, store personnel's attitude and store personnel's 
knowledge 
Atmosphere is another factor identified as important by consumers while shopping it 
consists of the factors like the neatness of store, the smell of the store, the temperature 
in the store, the lighting in the store and the music in the store. 
Retail commimication consists of special offers by the store, product advertising in 
the store and visibility and display of product in promotion, looking for bargains and 
looking for discounts 
Shoppers go to shop in store with a utilitarian perspective, it consists of shopping to 
find value for money, to find the product the shopper needs, to know that the 
shopping trip is successfiil, they shop to find the items they are looking for, to 
accomplish what they have plaimed, they go to shop as it consumes less time, they go 
to shop as the service is good. 
Another motive for shopping is socialization and it consists of shopping for fiiends 
and family, shopping for others, shopping to find perfect gift for someone, shopping 
to socialize and shopping to enjoy crowds. 
The third shopping motive is shopping for gratification it consists of shopping to get a 
break from daily routine, shopping to forget about day to day anxiety, shopping to get 
refreshed, shopping to get energized, shopping as it feels better, shopping to feel that 
they are in their own universe, shopping to relieve stress, shopping for adventure, 
shopping for stimulating, shopping to treat oneself special, shopping as the shopping 
environment is exciting. 
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2.4 The Proposed Research Model 
The proposed research model is to test the impact of store image attributes on the 
shopping motives and to test the impact of Utilitarian shopping motive on 
socialization shopping motive, the impact of Socialization shopping motive on 
Gratification motive, and utilitarian shopping motive on Gratification shopping 
motive. 
Fig 2.3: The Proposed Research Model 
Demographics 
Age 
Gender 
Marital Status 
Educational 
Oualifications 
Income 
H, (20) / 
H2 (15) 
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Store Image Attributes 
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Convenience 
Atmospherics 
Retail Communication 
H5(12) 
Shopping Motivations 
Utilitarian 
,,H6.(1) H6 
Socialization 
H6b(l) 
Gratification 
In Shop Experience 
Timeline 
Frequency of Visit 
Time Spent during 
shopping 
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Researcher who investigated store image reported a wide variety of store attributes, 
but no consensus has been reached on those store image attributes that should be 
prioritized by retailers to maintain shopper's patronage. 
Past studies have neglected to investigate the difference between shoppers in terms of 
priority they placed on different store image attributes. Both past and recent empirical 
studies mostly pertain to USA and Europe. Limited amount of Work has been done in 
India in this context. 
Little attention has been paid to the Hedonic shopping Motives of shoppers. Research 
on shopping motivations and their relationships with retail outcomes has been mainly 
taken in USA and European countries. Academic Research is lagging in imestigating 
the reasons people go to shopping in India. No recent research has investigated in a 
comprehensive manner the multiple and varied reasons that people go shopping. 
Emergent Research Questions from literature surveyed are as follows 
What store image attributes is salient in the buying behaviour of consumers?\ 
Do Store Image Attributes and shopping motives vary with the demographic profile of 
the respondents? 
Do Store image Attributes have an impact on the shopping motives of consumer? 
Research questions evolved from literature review have been framed in the form of 
hypothesis assessing the group variable to address the objective of the research study. 
The demographic variables of the study are evaluated on the basis of store image 
attributes and shopping motives they are 
1) The significance of store image Attributes with Shopper's Demographics 
2) The significance of Shoppers Shopping motivations with Demographics 
3) The significance of Store Image Attributes with In shop timeline experience 
4) The significance of Shopping motivations with In shop timeline experience 
5) Significance of store image attributes on shopping motivations 
6) Significance of correlation between different shopping motives 
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2.5 Summary 
In this chapter the literature survey done by various authors is presented. The 
literature survey talks about various Store Image Attributes and Shopping Motives. 
The store image attributes are complex in nature and this is one of the reasons why 
many definitions of store image as scholarly publications can be cited. Scholars 
described store image a stores personality and the way it is defined in the shoppers 
mind. Store Image attributes consists of consists of tangible or functional and 
intangible or psychological factors that consumers perceive to be present in the retail 
stores. Store image is a set of attributes based on evaluation of those stores attributes 
deemed to be important by Shoppers. 
Authors have suggested numerous shopping motives for retail store visits. They have 
suggested that there are emotional aspects to shopping other than functional or 
product acquisition. It is the shopping motive that drives the behaviour that brings 
shoppers to the market place. Further various elements of store image attributes and 
Shopping motivations have been identified. The framework for examining store 
preference in an evolving market has been explained. The research Model for the 
study has been proposed based on the literature review. Based on the research model 
the research questions have been fi-amed and the major research hypotheses have been 
identified. 
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Chapter-3 Research Methodology 
This chapter starts with stating the problems of the study. Then the research objectives 
are set, research design and sources of data have been incorporated. This chapter also 
describes the instrument development process, pilot study and pretesting, hypothesis 
formulation, data collection, scope of the study and data analysis procedures. The 
issue of reliability and validity of the measurement scale are also addressed. 
3.1 Introduction 
Research methodology refers to the research process, the procedural framework 
within which the research is conducted. This methodology as defined by Leedey and 
cited by Remenyi et al., (1998) is 'an operational framework within which the facts 
are placed so that their meaning may be seen more clearly'. 
Some methods provide data, which are quantitative and some are qualitative. This 
study is mainly based on quantitative research methods. Quantitative methods are 
those, which focus on numbers and frequencies rather than meaning and experience. 
Quantitative methods (e.g. experiments, questionnaires and psychometrics tests) 
provide information, which is easy to analyze statistically and fairly reliable. 
Quantitative methods are associated with the scientific and experimental approach and 
are criticized for not providing an in depth description. 
Qualitative methods are ways of collecting data, which are concerned with describing 
meaning, rather with driving statistical inference. What qualitative method (e.g. case 
studies and interviews) lose on reliability, they gain in terms of validity. They provide 
a more in depth and rich description. 
3.2 Research Problem 
Organized retailing in India is recent phenomenon and as the retailing environment 
changes rapidly, there is growing need to evaluate true drivers of shopping in Indian 
scenario. Retailers operate in competitive envirormient facing changes in customer 
needs, demographics, type of retail ownership through mergers and acquisitions. In 
such an environment the understanding and prediction of customer buying behavior is 
of immense importance. There is a vast scope for this research and analysis as the 
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retailing environment changes rapidly leading to changed shopper expectations and 
realignment of the choice of set of stores. A consumer shopping orientation may offer 
insights into how and why a consumer shops and why he visits a particular kind of 
store. Achieving the objectives of the study will contribute to the knowledge about the 
consumer needs of the retailing services in hidia and consumer behavior in terms of 
the retailing store choice. The act of shopping is an important facet of consumer life 
and is constantly evolving making it pertinent the investigation and understanding of 
this field. In managing retail firms understanding consumer perception towards retail 
formats is important. An awareness and understanding of international consumer 
underlying shopping motivation and its impact would facilitate to adapt the marketing 
approach where needed. 
3.3 Research Objectives 
The current study has been undertaken to examine the research problem with the 
following objectives. 
1) To identify that which Retail Store Image Attribute does consumers 
perceive as important while shopping. 
2) To identify shopping motives of customers when they come to shop in 
retail stores. 
3) To find the effect of different store image attributes on shopping motives 
4) To find the interaction between different shopping motives. 
3.4 Research Design 
There are two types of research designs: exploratory and conclusive. 
The primary objective of the exploratory research is to provide insights into and an 
understanding of the problem confronting the researcher. Conclusive research is 
typically more formal and structured than exploratory research. It is based on large 
representative samples and data obtained are subjected to quantitative analysis 
(Malhotra, 2006). 
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We have chosen conclusive research design for our research. Under conclusive 
research we have chosen the descriptive research design the objective of the 
descriptive research is to describe the characteristic or function where that of casual 
research is to determine cause and effect relationship. We have chosen descriptive 
research. 
Under descriptive research cross sectional design is used when information is 
collected from any given sample of population elements are chosen only once and 
longitudinal design is used when a fixed sample of population elements is measured 
repeatedly on the same variable. We have chosen cross sectional design. 
Under cross sectional design, single cross sectional design is used when only a sample 
of respondents is drawn from the target population and information is obtained for the 
sample once. In multiple cross sectional design, there is two or more sample ot 
respondents and information from each sample is obtained only once. Often 
information from different samples is obtained at different times and a long interval. 
We have chosen single cross sectional design. 
This research study aims to focus on what implications does Organized Retail have on 
Buyers Behavior. For this purpose the Store Image Attributes and Shopping motives 
have been described. This study would attempt to explore the degree of interactivity 
of Store image Attributes and Shopping motives. 
The study follows descriptive research design. It is descriptive as it provides 
description of store image attributes, shopping motives .Quantitative data was 
generated for the purpose of study to test and empirically validate the problems and 
the prospects of Organized Retailing Vis a Vis to Buyer Behavior. Since a scale was 
developed to measure the same, the reliability and the validity of the research 
instrument was checked. The present study tried to reduce any discrepancy with the 
help of availability of hard evidence based on rigorous methodology which is 
mandatory for the development for reliable and valid instrument. 
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3.5 The Research Instrument 
The research Instrument consisted of structured questionnaire that was specially 
designed for the study. The questionnaire was designed with the help of literature 
available. 
The questionnaire was refined on the basis of the feedback received during the pilot 
study. Thus the instrument has been refined accordingly based on the pilot findings 
and face validity. 
3.5.1 Instrument Development 
The research instrument, a structured questionnaire was developed to collect data on 
the variables in this study. The questionnaire had 54 items. Questions 1-22 dealt with 
various store image attributes while questions 23-54 dealt with the various shopping 
motives dimensions. The dimensions covered under question 1-22 were 
1) Merchandize 
2) Shopping convenience 
3) Atmospherics 
4) Retail communication 
and the dimensions covered under question 23-54 were 
5) Utilitarian 
6) Gratification 
7) Socialization 
Table 3.1 given below depicts items or statements for each measure 
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Table 3-1 Measures and Related Items 
S.No. 
1. 
2. 
3 
Measures 
Merchandize 
Shopping 
Convenience 
Atmospherics 
Statements or items in each 
variables 
The product variety is good 
The product quaHty is good 
The prices with respect to the 
competitors is low 
The store has good range of 
fashion goods 
It is easy to find parking 
facilities 
It is easy to locate the store 
The store hours are 
convenient 
It is very easy to locate the 
products 
It takes less time to be 
checked out 
The payment facility is 
convenient 
Packaged units are convenient 
to handle 
The store layout is good 
The store persormel has a very 
caring attitude 
The store personnel has a very 
good knowledge 
The store is neat 
The smell is pleasant 
The temperature in the store is 
comfortable 
The lighting in the store is 
soothing 
Author 
Theodoridis and 
Chatzipanagiotou (2008) 
Theodoridis and 
Chatzipanagiotou (20081 
Theodoridis and 
Chatzipanagiotou (2008) 
Jin and Kim (2002) 
Jin and Kim (2002) 
Adly (2006) 
Adly(2006) 
Jin and Kim (2002) 
Jin and Kim (2002) 
Jin and Kim (2002) 
Jin and Kim (2002) 
Jin and Kim (2002) 
Theodoridis and 
Chatzipanagiotou (2008) 
Theodoridis and 
Chatzipanagiotou (2008) 
Theodoridis and 
Chatzipanagiotou (2008) 
Theodoridis and 
Chatzipanagiotou (2008) 
— 1 
Theodoridis and 
Chatzipanagiotou (2008) 
Theodoridis and 
Chatzipanagiotou (2008) 
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S.No. 
4 
5 
6 
Measures 
Retail 
Communication 
Utilitarian 
Socialization 
Statements or items in eacti 
variables 
The music in the store suits 
my mood 
The store has special offers 
There is new product 
advertising in the store 
There is a high visibility and 
display of product in 
promotion 
I look for discounts when I 
Shop 
I look for bargains when I 
shop 
I go to shop to find value for 
money 
I go to shop to find the 
product that I need 
It is good to know that my 
shopping trip is successfiil 
It is important to find the 
items I am looking for 
It is important to accomplish 
what I have plarmed 
I go to shop as it consumes 
less time 
I go to shop as the service is 
good 
I go to shop as it is quick 
On can shop for all the needs 
at a time 
In enjoy shopping for my 
friends and family 
I like shopping with my 
friends and family 
I like shopping for others 
because when they feel good I 
Autlior 
Theodoridis and 
Chatzipanagiotou (2008) 
Adly (2006) 
Adly (2006) 
Adly (2006) 
Cardoso and Pinto (2010) 
Cardoso and Pinto (2010) 
Jin and Kim (2002) 
Jin and Kim (2002) 
Cardoso and Pinto (2010) 
Cardoso and Pinto (2010) 
Cardoso and Pinto (2010) 
Cardoso and Pinto (2010) 
Baltas and 
Papastathopoulou (2003) 
Baltas and 
Papastathopoulou( 2003) 
Carpenter(2006) 
Jin and Kim (2002) 
Jin and Kim (2002) 
Arnold and Reynolds 
(2003) 
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S.No. Measures Statements or items in each 
variables 
feel good 
I enjoy shopping to find 
perfect gift for someone 
I go to shop to socialize 
I go shopping to enjoy crowds 
Author 
- ^ 
Arnold and Reynolds 
(2003) 
Arnold and Reynolds 
(2003) 
Jin and Kim (2002) 
Gratification Shopping gives me a break 
fi-om daily routine 
Jin and Kim (2002) 
I go to shop to forget about 
day to day anxiety 
Jin and Kim (2002) 
I go shopping to be refreshed Jin and Kim (2002) 
I go shopping to be energized Jin and Kim (2002) 
I go shopping as it feels better Arnold 
(2003) 
and Reynolds 
Shopping makes me feel that I 
am in my own universe 
Arnold 
(2003) 
and Reynolds 
Shopping is way to relieve 
stress 
Arnold 
(2003) 
and Reynolds 
Shopping is an adventure Arnold 
(2003) 
and Reynolds 
I find shopping stimulating Arnold 
(2003) 
and Reynolds 
I enjoy shopping just for the 
fiinofit 
Arnold 
(2003) 
and Reynolds 
I go shopping when I want to 
treat myself special 
Arnold 
(2003) 
and Reynolds 
I go shopping as the shopping 
environment is exciting 
Arnold 
(2003) 
and Reynolds 
I go shopping as it is a 
pleasure 
Arnold 
(2003) 
and Reynolds 
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3.6 Hypothesis Formulation 
The rationale for hypothesis considered for the present study stems from the extant 
literature on the subject, outcomes of the previous studies, from reasoning and the 
objectives of the study. The study will address the following research hypothesis. 
Hoi: There is no significant difference on the dimension of Retail Merchandize across 
different Age groups 
H02: There is no significant difference on the dimension of Retail Merchandize across 
different Income groups 
H03: There is no significance difference on the dimension of Retail Merchandize 
across different Educational Qualifications 
H04: There is no significant difference on the dimension of Retail Merchandize across 
Gender. 
H05: There is no significant difference on the dimension of Retail Merchandize across 
Marital status. 
H06:- There is no significant difference on the dimension of Shopping Convenience 
across different Age groups. 
Ho?:- There is no significant difference on the dimension of Shopping Convenience 
across different Income groups 
Hog:- There is no significant difference on the dimension of Shopping Convenience 
across different Educational Qualifications 
H09: There is no significant difference on the dimension of Shopping Convenience 
across Gender 
Hoio:- There is no significant difference on the dimension of Shopping Convenience 
across Marital Status 
Hon: There is no significant difference in the dimension of Atmospherics across 
different Age groups. 
Hoi2: There is no significant difference in the dimension of Atmospherics across 
different Income groups. 
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Hoi3: There is no significant difference on the dimension of Atmospherics across 
different Educational Qualifications. 
Hoi4: There is no significant difference on the dimension of Atmospherics across 
Gender. 
Hoi5: There is no significant difference on the dimension of Atmospherics across 
marital status 
H016:- There is no significant difference on the dimension of Retail Communication 
across different Age groups. 
Hon:- There is no significant difference on the dimension of Retail Communication 
across different Income groups. 
Hoig:- There is no significant difference on the dimension of Retail Communication 
across different Education Qualifications. 
H019:- There is no significant difference on the dimension of Retail Communication 
across Gender. 
H020:- There is no significant difference on the dimension of Retail communication 
across marital status. 
H021:- There is no significant difference on the dimension of Utilitarian Motive across 
different Age groups. 
H022:- There is no significant difference on the dimension of Utilitarian Motive across 
different Income groups. 
H023:- There is no significant difference on the dimension of Utilitarian Motive across 
different Educational Qualifications. 
H024:- There is no significant difference on the dimension of Utilitarian Motive across 
Gender. 
H025:- There is no significant difference on the Utilitarian dimension across Marital 
Status 
Ho26:- There is no significant difference on the Socialization Motive dimension across 
different Age groups 
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Ho27:- There is no significant difference on the Socialization dimension across 
different Income groups 
Ho28:- There is no significant difference on the Socialization dimension across 
Educational Qualifications 
H029:- There is no significant difference on the Socialization Dimension across 
Gender. 
Ho3o-- There is no significant difference on the Socialization Dimension across 
Marital status. 
Ho3i:- There is no significant difference on the Gratification dimension across 
different Age groups 
Ho32:-There is no significant difference on the Gratification dimension across different 
Income groups 
H033:- There is no significant difference on the Gratification Motive dimension across 
different Educational Qualifications 
H034:- There is no significant difference on the gratification dimension across Gender 
H035:- There is no significant difference on the Gratification Motive dimension across 
Marital Status 
Ho36:- There is no significant difference on the Retail Merchandize dimension across 
Frequency of visits 
H037:- There is no significant difference on the Retail Merchandize dimension across 
Time Spent during Shopping 
Ho38:- There is no significant difference on the Shopping Convenience dimension 
across Frequency of visits 
H039:- There is no significant difference on the dimension of Shopping Convenience 
across time spent during shopping/ visit 
Ho4o:- There is no significant difference on the dimension of Atmospherics across 
Frequency of visits 
Ho4i:- There is no significant difference on the dimension of Atmospherics across 
time spent during shopping per visit 
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Ho42:- There is no significant difference on the dimension of Retail communication 
across Frequency of visits 
H043:- There is no significant difference on the dimension of Retail Communication 
across Time spent during Shopping per visit 
Ho44:-There is no significant difference on the dimension of Utilitarian Motive 
dimension across Frequency of Visits 
Ho45:-There is no significant difference on the dimension of Utilitarian dimension 
across Time Spent during Shopping per visit 
Ho46> There is no significant difference on the Socialization Motive dimension across 
Frequency of visit per week 
H047:- There is no significant difference on the Socialization Motive dimension across 
Time Spent during Shopping per Visit 
Ho48:- There is no significant difference on the Gratification Motive dimension across 
Frequency of Visits per week 
H049:- There is no significant difference on the Gratification Motive dimension across 
time spent during shopping per visit 
Ho5o:- There is no significant impact of Retail Merchandize dimension on the 
Utilitarian Motive Dimension 
Ho5i:- There is no significant impact of the Shopping Convenience dimension on the 
Utilitarian Motive Dimension 
Ho52>There is no significant impact of the Atmospherics dimension on the Utilitarian 
Motive dimension 
H053:-There is no significant impact of the Retail Communication dimension on the 
Utilitarian Motive Dimension 
H054:- There is no significant impact of Retail Merchandize Dimension on the 
Socialization Motive dimension 
H055:- There is no significant impact of Shopping Convenience dimension on the 
Socialization Motive dimension 
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Ho56.- There is no significant impact of the Atmospherics dimension on the 
Socialization Motive dimension 
H057:- There is no significant impact of Retail Communication dimension on the 
Socialization motive dimension 
Hosg:- There is no significant impact of Retail Merchandize Dimension on the 
Gratification Motive dimension 
Ho59.- There is no significant impact of Shopping Convenience Dimension on the 
Gratification Motive Dimension 
Ho6o> There is no significant impact of the Atmospherics Dimension on the 
Gratification Motive dimension. 
H061:- There is no significant impact of the Retail communication dimension on the 
Gratification motive dimension 
H062:- There is no correlation between Utilitarian motive dimensions on Socialization 
motive dimension 
H063:- There is no correlation between Socialization motive dimensions on 
Gratification motive dimension 
Ho64> There is no correlation between Utilitarian motive dimensions on Gratification 
motive dimension 
3.7 Pilot Study and Pretesting 
Pilot testing of the measurement instrument was necessary to validate the items as 
well as the scale. This was necessary as some of the items related to the dimension 
had been used for the first time in the study. 
The pilot testing was conducted in several steps. Before the final instrument was 
developed, a preliminary questionnaire was designed and tested to validate the scale 
items to be used in the study. 
To check the face validity of the questionnaire, several subject experts were asked to 
evaluate the statements of the questionnaire regarding the content, layout, wording 
and ease of understanding the measurement items. They were also asked for their 
suggestions to improve the proposed scale and to edit the items to enhance clarity, 
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readability and content adequacy. Their feedback was taken into account while 
revising the questionnaire. 
The structured questionnaire was first pre -tested on a representative sample of 225 
respondents 
To obtain necessary inputs for refining the same, nearly all questions were close 
ended. On the basis of preliminary analysis of responses obtained which was based on 
five point Likert scale and it was decided to randomize the ordering of statements to 
minimize the respondent bias. 
Further on the basis of the feedback, to improve the attractiveness of the Likert scale 
based question, emoticons were introduces to break the monotony of the 
questioimaire. Each emoticon used represented either strongly disagree (SD). 
Disagree (D), neither agree nor disagree (NAND), agree (A) and strongly agree (SA). 
After the questioimaire was pilot tested, each question was examined for its clarity 
and relevance for the purpose of the research, which resulted in the modifications of 
the questions. 
3.8 The Sample and Data Collection 
The population for the study consisted of both male and female shoppers who come to 
shop in shopping malls and stores in Delhi & NCR, Mumbai and Pune. Delhi & NCR, 
Mumbai and Pune were selected as survey sites as they are planned cities and new 
stores have started operating in them. The sampling fi-ame consisted of list of 
shopping malls and retail stores in Delhi & NCR, Mumbai and Pune. In order to have 
a representative sample a list of selected stores in Delhi 8c NCR, Mumbai and Pune 
was generated. The sample size consisted of 1200 shoppers who come to shop in 
malls and retail stores in Delhi &NCR Mumbai and Pune as determined by the 
formula. For data collection purpose a list of selected malls and retail stores in Delhi& 
NCR Mumbai and Pune was developed. Non probability convenience sampling 
intercept survey method was used to reach the customers. The shoppers were 
intercepted at various locations when they have completed their shopping. 
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3.9 Measurement, Reliability and Validity 
3.9.1 Scale Refinement and Validation 
A crucial aspect in the evolution of fundamental body of knowledge in any 
management theory is the development of genuine measures to obtain valid and 
reliable estimates. Unless, reliability and validity are established, it is hard to 
standardize the measurement scale, without which it is difficult to know whether the 
scales actually measure what they are supposed to measure. In the present study data 
was collected through a questionnaire, which was subjected to factor analysis in order 
to unearth the latent factors based on the factor loadings. Then, the instrument was 
subjected to tests of reliability and validity, thereby ensuring operationalization and 
standardization 
3.9.2 Types of Reliability and validity 
3.9.2.1 Reliability 
Reliability refers to a condition where a measurement process yields consistent scores 
(given an unchanged measured phenomenon) over repeat measurements. Perhaps the 
most straightforward way to assess reliability is to ensure that they meet the following 
three criteria of reliability. Measures that are high in reliability should exhibit all 
three. 
3.9.2.2 Test-Retest Reliability 
When a researcher administers the same measurement tool multiple times - asks the 
same question, follows the same research procedures, etc. - does he/she obtain 
consistent results, assuming that there has been no change in whatever he/she is 
measuring? This is really the simplest method for assessing reliability - when a 
researcher asks the same person the same question twice ("What's your name?"), does 
he/she get back the same results both times. If so, the measure has test-retest 
reliability. 
3.9.2.3 Inter-Item Reliability 
This is a dimension that applies to cases where multiple items are used to measure a 
single concept. In such cases, answers to a set of questions designed to measure some 
single concept (e.g., altruism) should be associated with each other. 
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3.9.2.4 Interobserver Reliability 
Interobserver reliability concerns the extent to which different interviewers or 
observers using the same measure get equivalent results. If different observers or 
interviewers use the same instrument to score the same thing, their scores should 
match. For example, the Interobserver reliability of an observational assessment of 
parent-child interaction is often evaluated by showing two observers a videotape of a 
parent and child at play. These observers are asked to use an assessment tool to score 
the interactions between parent and child on the tape. If the instrument has high 
Interobserver reliability, the scores of the two observers should match. 
3.9.2.5 VaUdity 
Validity refers to the extent we are measuring what we hope to measure (and what we 
think we are measuring). How to assess the validity of a set of measurements? A valid 
measure should satisfy four criteria. 
3.9.2.6 Face Validity 
Face validity is an estimate of the degree to which a measure is clearly and 
unambiguously tapping the construct it purports to assess. Thus, face validity refers to 
the "obviousness" of a test—the degree to which the purpose of the test is apparent to 
those taking it. Tests wherein the purpose is clear, even to naive respondents, are said 
to have high face validity; tests wherein the purpose is unclear have low face validity 
(Nevo, 1985). The concept of face validity is similar to item subtlety, but there are 
important differences as well. Whereas face validity describes the transparency of an 
entire test, item subtlety describes the transparency of individual test items (Bomstein, 
Rossner, Hill, &, Stepanian, 1994). 
3.9.2.7 Content Validity 
Content validity concerns the extent to which a measure adequately represents all 
facets of a concept. Consider a series of questions that serve as indicators of 
depression (don't feel like eating, lost interest in things usually enjoyed, etc.). If there 
were other kinds of common behaviors that mark a person as depressed that were not 
included in the index, then the index would have low content validity since it did not 
adequately represent all facets of the concept. 
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3.9.2.8 Criterion-Related Validity 
Criterion-related validity applies to instruments than have been developed for 
usefulness as indicator of specific trait or behavior, either now or in the future. For 
example, think about the driving test as a social measurement that has pretty good 
predictive validity. That is to say, an individual's performance on a driving test 
correlates well with his/her driving ability. 
3.9.2.9 Construct Validity 
But for a many things we want to measure, there is not necessarily a pertinent 
criterion available. In this case, turn to construct validity, which concerns the extent to 
which a measure is related to other measures as specified by theory or previous 
research. Does a measure stack up with other variables the way we expect it to? A 
good example of this form of validity comes from early self-esteem studies - self-
esteem refers to a person's sense of self-worth or self-respect. Clinical observations in 
psychology had shown that people who had low self-esteem often had depression. 
Therefore, to establish the construct validity of the self-esteem measure, the 
researchers showed that those with higher scores on the self-esteem measure had 
lower depression scores, while those with low self-esteem had higher rates of 
depression. 
3.9.3 Reliability and Validity Analysis 
Measures of variables should have validity and reliability (Cronbach, 1971; Nunally, 
1978) in order to draw valid inferences from the research, reliability deals with how 
consistently similar measures produce similar results (Rosenthal & Rosnow, 1984) 
and it has two dimensions of repeatability and internal consistency (Zigmund, 1995). 
Internal consistency refers to the ability of a scale item to correlate with other items in 
the scale that are intended to measure the same construct. Items measuring the same 
construct are expected to be positively correlated with each other. A common measure 
of the internal consistency of a measurement instrument is Cronbach's Alpha. If the 
reliability is not acceptably high, the scale can be revised by altering or deleting the 
items that have scores lower than predetermined cut off point. If a scale used to 
measure a construct has an alpha value greater than 0.70, the scale is considered 
reliable in measuring the construct (Hair, Anderson, Tatham & Black, 1998; Nunally, 
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1978; Leedy 1997). According to Schuessler (1971), a scale is considered to have a 
good reliability if it has an alpha value greater than 0.60. In this research, the multi 
item scales measuring the various items and dimensions were checked for reliability 
by determining Cronbach's Alpha and an Alpha value of 0.60 or greater were 
considered. 
The validity of a measurement instrument refers to how well it captures what it is 
designed to measure (Rosenthal and Rosnow, 1984). Several different types of 
validity are of concern: Content validity, the degree of correspondence between the 
item selected to constitute a summated scale and its conceptual definition; criterion 
validity, the degree of correspondence between a measure and a criterion variable, 
usually measured by their correlation; and construct validity, the ability of a measure 
to confirm a network of related Hypothesis generated fi-om a theory of constructs. 
In this research, the content validity of the measurement instrument was assessed by 
asking experts to examine it and provide feedback for revision. The expert panel 
included three professors and two marketing head of the companies. After they have 
reviewed the questionnaire, changes were made to clarify and eliminate ambiguous 
statements in instructions and questions according to their recommendations. Also in 
the pilot test each question was examined for its clarity and relevance to the purpose 
of the research, which resulted in some modifications to the questions. 
After the data was collected through final refined questioimaire, the content validity 
of variables was assessed through factor analysis to imearth the latent factors based on 
factor loadings. Such analysis provides an empirical assessment of the 
interrelationship among the items in a variable in forming the conceptual and 
empirical foundation of summated scale (Hair, Anderson, Tatham and Black, 1998) 
Measures were developed in stages; the researcher purified the measures by assessing 
the reliability and unidimensionality of each construct. The items were then subjected 
to principal component analysis (PCA). 
The Cronbach's Alpha was determined for each construct is mentioned in the 
following table 3.2 
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Table 3-2 Reliability Statistics 
Construct 
Retail Merchandize 
Convenience 
Atmospherics 
Retail Communication 
Utilitarian Shopping Motive 
Socialization Shopping Motive 
Gratification Shopping Motive 
Cronbach's Alpha 
0.695 
0.705 
0.654 
0.724 
0.881 
0.833 
0.943 
No of items 
4 
10 
5 
5 
9 
6 
13 
The Cronbach's Alpha for the Overall questionnaire is found to be 0.806. This means 
the questioimaire was reliable. 
3.10 Method of Analysis 
3.10.1 Factor Analysis 
The data generated through the preliminary questionnaire was then subjected to 
principal component analysis (PCA) a method categorized under broad area of factor 
analysis. Principal component analyzes all the variance in the items. Principal 
component analysis is generally considered the best method for pragmatic purpose of 
data reduction 
With PCA, The 54 variables were reduced to 52 variables under broad head of seven 
factors such as Retail Merchandize, Shopping Convenience, Atmospherics and Retail 
Communication. The diagrammatic representation of the procedures followed, leading 
up to factor analysis is given in Figure 3.1 overleaf 
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Figure 3.1 Procedure of Analysis 
Research Problem 
PCA Analysis (Exploratory Factor Analysis) 
Factors extracted through forced extraction 
Determination of factors using Varimax rotation 
Interpretation of the rotated factor matrix 
Computation of Factor Scores 
Table 3-3 Table for factors and related items 
S.No. 
1 
2 
3 
4 
5 
6 
7 
Factors 
Factor 1 
Factor! 
Factor3 
Factor4 
Factors 
Factor6 
Factor? 
Factor Names 
Retail Merchandize 
Shopping Convenience 
Atmospherics 
Retail Communication 
Utilitarian Shopping Motives 
Socialization Shopping Motives 
Gratification Shopping Motives 
No. of Items 
4 
10 
5 
5 
9 
6 
13 
3.10.2 Rationale for using Factor Analysis 
Factor analysis is a multivariate statistical procedure primarily used for data reduction 
and summarization- large number of correlated variables is reduced to a set of 
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independent underlying factors. This technique is used because it analyses the 
structure of interrelationship among a large number of variables by defining a set of 
common underlying dimensions, known a factors or dimensions. This leads to 
summarization and data reduction 
Factor analysis is an independent technique in which all variables are simultaneously 
considered, each related for all others and still applying to the concept of variant, the 
linear composite of variables. The original variables are dependent variables that are 
function of some underlying and latent set of dimensions that are themselves made of 
other variables (Gorusch, 1983). Factor analysis is multivariate technique that helps in 
understanding the complex relationships, which is otherwise not possible with 
bivariate and univariate methods. The other benefit of this technique is that researcher 
gets insights into empirical estimation of relationships with conceptual foundations 
and interpretation of results. 
An important tool in interpreting factor is factor rotation. Rotation means that the 
factors are turned about the origin until some other position has been reached. This 
redistributes the variance from earlier factors to later ones to achieve simpler, 
theoretically more meaningful factor pattern. 
In this research we have used varimax rotation with which maximum possible 
simplification is reached. With varimax rotational approach there tends to be some 
high loadings close to -1 or +1, thus indicating a clear positive or negative association 
between the variables and factors close to 0, indicating a clear lack of association 
varimax rotation gives clear separation of factors. 
Varimax rotation is used because it is orthogonal type of rotation which signifies that 
our rotated factors have independent character in measurement that each factor is 
analyzed separately and each factor can independently be analyzed. 
In this study, KMO measure of sampling adequacy was calculated. This suggests that 
the data is adequate for factor analysis. Bartlett's test of Sphericity was also calculated 
which suggested that the null hypothesis correlation matrix came from a population in 
which the variables were non collinear and not correlated. 
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3.10.3 KMO and Bartlett test 
The Kaiser-Meyer-Olkin measure of sampling adequacy suggests that the data is 
adequate for factor analysis. Bartlett's test of sphericity is a statistical test for the 
presence of correlation among variables. It provides the statistical probability that the 
correlation matrix has significant correlations among at least some of the variables. 
Thus a significant Bartlett's test of sphericity in required (Hair et al., 1998). 
3.10.4 ANOVA 
Analysis of variance (ANOVA) is a collection of statistical models used to analyze 
the differences between group means and their associated procedures (such as 
"variation" among and between groups), in which the observed variance in a 
particular variable is partitioned into components attributable to different sources of 
variation. In its simplest form, ANOVA provides a statistical test of whether or not 
the means of several groups are all equal. 
3.10.51- Test 
t test is used to determine as to whether significant differences existed between them 
in terms of the factors such as marketing orientation, top management orientation, 
financial orientation etc. 
3.11 Limitations of tlie study 
1) There were limitations in terms of time, fund and willingness of the 
respondents to participate in the study. 
2) There is a possibility of respondent bias. They may have give replies that are 
desirable form their point of view. 
3) The accessibility of the customer was a problem, as most of the stores do not 
allow in store surveys, hence the times spent in searching shoppers for their 
responses was considerable. 
4) Having a structured questionnaire meant that there is already an inbuilt 
inflexibility. This method is very rigid since no alteration in the questionnaire 
can be made. 
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5) It is difficult for the researcher to ascertain whether the responses received 
were correct. 
6) As the people don't have there is a risk of collecting incomplete and wrong 
information, particularly when the people are unable to understand the 
questions properly. 
3.12 Scope of the study 
The purpose of the study is to assess consumer behaviour in retailing scenario in 
India. We chose India to explore the shopping motives of shoppers who shop in 
retailing stores since the format is relatively new for them and their consumption 
culture may be different with those of previously researched countries like USA and 
European countries 
An awareness and understanding of underlying shopping motivations and its impact 
would facilitate the ability to adapt the marketing approach where needed. There is 
growing need to evaluate true drivers of shopping behaviour in retailing in India. 
There is a vast scope for research and analysis as the retailing environment changes 
rapidly leading to changed shopper expectations and realigmnent of choice of set of 
stores 
It is important for Indian retailers to understand shopper's evaluation of store 
attributes based on their shopping motives, based on these evaluations retailers could 
manipulate relevant marketing strategies to capture customer shopping motives. 
The study is expected to contribute to the knowledge about the consumer's needs of 
retailing services. Such knowledge is anticipated to assist supermarket management in 
process of formulating marketing strategies necessary to retain existing customer and 
to influence attitude and perception of potential customer 
In order to fulfill purpose of the study store image attributes preferred by shoppers 
while shopping were studied. Also different shopping motivations that shoppers have 
while shopping in a retail setting is determined. Through exploratory factor analysis 
the store image and shopping motivation dimension were identified. 
92 
The population of the study consisted of shoppers who come to shop in shopping 
malls and retail stores in Delhi &NCR, Mumbai and Pune. The sampling frame 
consisted of shopping malls and retail stores in Delhi & NCR Mumbai and Pune. The 
sample size was 1200 shoppers as calculated by the formulae. To determme the 
sample size total number of footfalls in each of the listed stores were calculated and 
sample size was determined using the formulae. The sample size was found to be 
1200 shoppers. In order to collect the data shoppers in different retail stores and malls 
listed were approached. The data was collected using mall intercept survey method 
when shoppers have completed the shopping. The data was collected during three 
months period. The major shopping malls and retail stores which were visited are 
listed below. 
1) Select city walk, Saket, New Delhi 
2) Ambience Mall, Vasant Kunj, New Delhi 
3) West gate Mall, Rohini, New Delhi 
4) DLF Promenade Vasant Kunj, New Delhi 
5) Sahara Mall, Gurgaon 
6) MGF Metropolitan Mall, Gurgaon 
7) Ambience Mall Gurgaon 
8) Atria Millennium Mall, Worli, Mumbai 
9) High Street Phoenix, lower Parel Mumbai 
10) Oberoi Mall, Goregaon West, Mumbai 
11) Inorbit Mall, Malad West, Mumbai 
12) Nucleus Mall Pune 
The list of various stores visited to collect the data were as follows 
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Vishal Mega Mart, Big Bazaar, Spencer's Hypermarket, Food Bazaar, Pantaloons, 
Shoppers Stop, Lifestyle, Music World, Planet M, Allen Solly, Van Heusen, Louis 
Philippe, Adidas, Nike, Reebok. 
3.13 Summary 
This chapter has illustrated the methodology adopted for the research study. Research 
design and Research hypotheses was presented. The study design included 
quantitative approach. Data collection section included a discussion of population, 
sample size, and survey procedures. In the scale refinement section, the details of 
scale refinement have been discussed. It also discusses the Exploratory Factor 
Analysis. The sequence of analyses has been figured. In data analysis section, the 
statistical technique used for analyzing the data has been explained. In the end, the 
major limitations of the study are presented. The next chapter i.e. chapter 4 "Data 
Analysis and Interpretation" analyses the data collected using the adopted research 
instrument. 
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Chapter 4- Analysis and Interpretation 
Chapter Overview 
This chapter deals with the analysis of the primary data, which was collected to look 
into the relationship between the store image attributes and the shopping motivations. 
Factor analysis is performed on the store image attributes and shopping motivations 
parameters to reduce the number of variables. Descriptive statistics independent 
sample t test, ANOVA and multiple regressions was performed to look into the 
Associations between the variables. 
4.1 Introduction 
This chapter deals with the analysis of data collected for the purpose of the study. In 
order to have a clear picture, the results have been arranged both in tabular and 
graphical formats. 1200 filled Questionnaires were used for the final analysis. The 
research instrument used to collect the data was in the form of structured 
questionnaire. Before proceeding for the final data collection, the research instrument 
was first tested on a sub sample of 225 respondents during the pilot study phase. 
Factor analysis was carried out of the research instrument. Reliability analysis of the 
scale was also carried out using the Cronbach's Alpha. 
Independent sample t tests and ANOVA were applied to look for the test of 
differences on the various factors identified through Factor analysis. Multiple 
regression analysis was also applied to look for associations between variables under 
the study. 
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4.2 Sequence of Analysis 
Fig 4.1: Sequence of Analysis 
Development of Research Instrument 
^ f 
Collection of data 
n 
Data Validation 
i r 
Factor Analysis 
1 ' 
Interpretation of Factors 
1 ' 
Reliability Analysis of the Scale 
using Cronbach's Alpha 
u 
Use of ANOVA and Independent 
Sample T- test to Analyze differences 
^ ' 
Use of Multiple Regression Analysis to 
test for Associations 
^ r 
Interpretation of Findings 
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4.3 Analysis of Questionnaire 
4.3.1 Demographic profile of the sample 
Table 4-1: Demographic profile of the sample 
Gender 
Male 
Female 
Age( in Years) 
<20 
20-30 
30-40 
40-50 
Income (Rs in ,000) 
<25 
25-50 
50-75 
75-100 
>100 
Marital Status 
Married 
Umnarried 
Educational 
Qualifications 
High School 
Secondary School 
Graduation 
Post Graduation 
Frequency 
633 
567 
Frequency 
61 
732 
339 
68 
Frequency 
729 
350 
102 
16 
3 
Frequency 
770 
430 
Frequency 
30 
67 
729 
374 
Percent 
52.75 
47.25 
Percent 
5.0 
61.1 
28.3 
5.6 
Percent 
60.8 
29.2 
8.4 
1.3 
0.3 
Percent 
64.17 
35.83 
Percent 
2.50 
5.58 
60.75 
31.17 
4.3.2 Exploratory Factor Analysis 
Factor analysis is a multivariate statistical procedure primarily used for data reduction 
and summarization- large number of correlated variables is reduced to a set 
independent underlying factors. 
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The first analysis involved the variables that were subjected to Principal Component 
Analysis (PCA) under the broad area of factor analysis. The 54 variables were 
reduced to 7 factors that were extracted through forced extraction using varimax 
rotation technique, thereby reducing the total number of variables fi-om 54 to 52. 
4.3.3 Kaiser- Meyer- Olkin (KMO) and Bartlett's Test 
The Kaiser-Meyer-Olkin MSA index, which can range from 0 to 1, indicate the 
degree to which each variable in a set is predicted without error by the other variables. 
If the MSA index reaches 1, each variable is perfectly predicted by the other variable 
without error. According to Hair et al., (1998), a value of 0.50 or more from the 
Kaiser Meyer Olkin MSA test indicates that data are adequate for EFA. 
Bartlett's test of sphericity is a statistical test for the presence of correlations among 
variables. It provides the statistical probability that the correlation matrix has 
significant correlations among at least some of the variables. Thus a significant 
Bartlett's test of sphericity is also required. (Hair et al.,1998). 
The Kaiser- Meyer-Olkin measure of sampling adequacy test (as shown in table 4.2) 
was found to be 0.754 and the Bartlett's test of sphericity with p<0.000 indicated that 
data was appropriate for factor analysis. 
Table 4-2: KMO and Bartlett's Results 
KMO and Bartlett's Test 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 
Bartlett's Test of Sphericity Approx. Chi-Square 
Df 
Sig. 
0.754 
5504.769 
1431.000 
0.000 
a) KMO test of adequacy: this test was conducted and it was found that KMO value 
wasO .754, which is close to 1, hence it was concluded that data is adequate for factor 
analysis. 
b) Bartlett's Test of Sphericity: The Chi-Square statistics calculated was 5504.769 
at p< 0.000. 
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4.3.4 Analysis and Interpretation of Factors 
An exploratory factor analysis (EFA) with principal component was conducted to 
determine the measures for Store Image Attributes and Shopping Motivations. This 
analysis includes preliminary tests to determine the appropriateness of factor analysis: 
the anti -image correlation matrix, Bartlett's test of sphericity, the Kaiser-Meyer-
Olkin measure of sample adequacy (MSA) in factor analysis, some degree of 
multicoUinearity is desirable, because the objective is to identify interrelated set of 
variables. If visual inspection of correlation matrix reveals substantial number of 
correlations greater than .30, then factor analysis is appropriate (Hair et al, 1998).The 
correlations among variables can be analyzed by computing the partial correlations 
among the variables. If true factors exist in the data, the values of partial correlation 
should be small. The anti image correlation matrix contains the negative values of 
partial correlations among variables; smaller anti image correlations are indicative of 
data matrix suited for factor analysis. 
The anti image correlation matrix indicated that the partial correlations were small, 
implying true factors existed in the data. Given these results, the exploratory factor 
analysis was conducted. 
The EFA employed a principal component analysis with varimax rotation. Factors 
with Eigen values greater than 1.0 and rotated factor loadings of 0.40 or greater were 
retained. Researchers have different opinion on the factor loadings. However for this 
study, factor loadings of 0.40 or greater were taken. Many researchers consider 0 40 
as a practically significant one, though popularly used factor loading is 0.50 (Hair et 
al., 1998).To ensure that each factor identified by EFA would have only one 
dimension and that each attribute would load only on one factor, items with factor 
loadings less than 0.40 and any item loading on more than one factor with a loadmg 
score equal to or greater than 0.30 on each factor were eliminated from the analysis 
(Chen & Hsu, 2001; Kim, 2002). In addition, because the communality of the variable 
represents the amoimt of variance in the factor solution explained by the variable 
(Hair et al., 1998), usually variables with communalities less than 0.40 are deleted for 
reasons of insufficient contribution to explaining the variance. 
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Thus through forced extraction method, in this study 7 factors were extracted. The 
extracted factors accounted for 51.540% of the total variance explained. All the 
factors had Eigen value >1 which were processed through varimax rotation of 
principal component. After the extraction of factors the next step was to interpret the 
names of the extracted factors. 
4.3.5 Reliability Analysis 
After conducting exploratory factor analysis, consistency was estimated using 
reliability coefficient called Cronbach's Alpha. 
The Cronbach's alpha value for all the 52 items is shown in the below table 
Cronbach's alpha values were computed to test the internal consistency aspect of the 
reliability of the multi items scale measuring the 52 items. It is known that if a scale 
used to measure a construct has an alpha value greater than 0.60 the scale is 
considered reliable in measuring the construct (Hair, Anderson, Tatham & Black, 
1998; Nunally, 1978; Leedy 1997). 
A summary (Table 4.3) has been compiled depicting the 7 factors along with their 
respective items, Eigen values, factor loadings and percentage of variance explained. 
Table 4-3: Factor Analysis Results 
Factor 
Constructs 
Merchandizing 
Shopping 
Convenience 
Item 
The product variety is good 
The product quality is good 
The prices with respect to 
competitors are low 
The store has a good range of 
fashion goods 
It is easy to find parking facilities 
It is easy to locate the store 
The store hours are convenient 
It is very easy to locate the 
products 
It takes less time to be checked out 
Eigen 
Value 
1.922 
2.694 
Factor 
Loading 
0.604 
0.658 
0.589 
0.577 
0.513 
0.467 
0.654 
0.511 
0.486 
Variance 
explained 
3.679 
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Factor 
Constructs 
Atmospherics 
Retail 
Communication 
Utilitarian 
Item 
The payment facility is convenient 
The packaged units are convenient 
to handle 
The store layout is good 
The store personnel has very 
caring attitude 
The store personnel has a very 
good knowledge 
The store is neat 
The smell is pleasant 
The temperature in the store is 
comfortable 
The lighting in the store is 
soothing 
The music in the store suits my 
mood 
The store has special offers 
There is a new product advertising 
in the store 
There is high visibility and display 
of product in promotion 
I enjoy looking for discounts when 
I shop 
I look for bargain when I shop 
I go to shop to find value for 
money 
I go to shop to find the product 
that I need 
It is important to find the items I 
am looking for 
It is important to accomplish what 
I have planned 
It is good to know that my 
shopping trip is successful 
I go to shop as it consumes less 
time 
I go to shop as the service is good 
Ei&en 
Value 
3.341 
1.933 
3.536 
Factor 
Loading 
0.625 
0.656 
0.444 
0.855 
0.855 
0.457 
0.483 
0.581 
0.505 
0.580 
0.680 
0.522 
0.504 
0.646 
0.700 
0.732 
0.805 
0.824 
0.820 
0.829 
0.830 
0.793 
Variance 
explained 
(%) 
4.014 
4.212 
4.241 
7.194 
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Factor 
Constructs 
Socialization 
Gratification 
Item 
I go to shop as it is quick 
One can shop for all the needs at a 
time 
I enjoy shopping for my fiiends 
and family 
I like shopping with my friends 
and family 
I like shopping for others because 
when they feel good I feel good 
I enjoy shopping around to find 
perfect gift for someone 
I go shopping to socialize 
I go shopping to enjoy crowds 
Shopping gives me a break fi-om 
daily routine 
I go to shop to forget about day to 
day anxiety 
I go shopping to be refreshed 
I go shopping to be energized 
I go shopping as it feels better 
Shopping makes me feel that I am 
in my own universe 
Shopping is a way to relieve stress 
Shopping is an adventure 
I find shopping stimulating 
I enjoy shopping just for the fun of 
it 
I go shopping when I want to treat 
myself special 
I go shopping as the shopping 
environment is exciting 
I go shopping as it is a pleasure 
Eieen 
Value 
3.807 
8.543 
Factor 
Loadins 
0.720 
0.709 
0.843 
0.818 
0.903 
0.613 
0.696 
0.595 
0.521 
0.810 
0.814 
0.601 
0.818 
0.789 
0.807 
0.797 
0.794 
0.836 
0.881 
0.894 
0.899 
Variance 
explained 
11.968 
16.232 
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4.3.6 Interpretation of factor analysis results 
Factor 1: Retail Merchandizing 
Factor 1 identified as retail merchandizing included items like the product variety is 
good, the product quality is good, the prices with respect to the competitors are low, 
the store has a good range if fashion goods. Thus in all factor 1 had 4 items which 
accounted for 3.679% of the variance. 
Factor 2: Shopping Convenience 
Factor 2, identified as shopping convenience includes items like, it is very easy to 
locate the products, it takes less time to be checked out, packaged units are convenient 
to handle, it is easy to locate the store, it is easy to find parking facilities, the store 
hours are convenient, the payment facility is convenient, the presentation of the store 
personnel is good, the store personnel has a very caring attitude, the store personnel 
has a very good knowledge. Thus in all factor 2 had ten items which accounted for 
4.014% of the variance. 
Factor 3: Atmospherics 
Factor 3, identified as atmospherics includes items like the store is neat, the 
temperature in the store is comfortable, the smell is pleasant and the lighting in the 
store is soothing, the music in the store suits my mood. Thus in all factor 3 had five 
items which accounted for 4.212 percent of variance. 
Factor 4: Retail Communication 
Factor 4 identified as retail communication includes items like, I enjoy looking for 
discounts when I shop, I look for bargains when I shop, the store has special offers, 
there is new product advertizing in the store, there is a high visibility and display of 
product in promotion. Thus in all factor 4 had five items which accounted for 4.241 
percent of the variance. 
Factor 5: Utilitarian Shopping Motive 
Factor 5 identified as utilitarian shopping motive includes items like I go to shop to 
find value for money, I go to find the product that I need, it is good to know that my 
shopping trip is successfixl, It is important to find the items I am looking for, it is 
important to accomplish what I have planned, it is good to know that my shopping trip 
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is successful, I go to shop as it consumes less time, I go to shop as the service is good, 
I go to shop as it is quick, one can shop for all the needs at a time. Thus in all factor 5 
had 10 elements which accounted for 7.194 percent of variance. 
Factor 6: Socialization Shopping Motive 
Factor 6 identified as socialization shopping motive includes items like I enjoy 
shopping for my friends and family, I like shopping with my friends and family, I like 
shopping for others because when they feel good I feel good, I enjoy shopping for 
perfect gift for someone, I go shopping to socialize, I go shopping to enjoy crowds. 
Thus in all factor 6 had six elements which accounted for 11.968 percent of variance. 
Factor?: Gratification Seeking Motive 
Factor 7 identified as gratification seeking motive includes items like shopping gives 
me a break from daily routine, I go to shop to forget about day to day anxiety, I go 
shopping to be refreshed, I go shopping to be energized, I go shopping as it feels 
better, shopping makes me feel that I am in my own universe, shopping is a way to 
relieve stress, shopping is an adventure, I find shopping stimulating, I enjoy shopping 
just for the fiin of it, I go shopping when I want to treat myself special, I go shopping 
as the shopping environment is exciting, I go shopping as it is a pleasure. Thus in all 
factor 7 had 13 elements which accounted for 16.232 percent of variance. 
4.4 Identification of important selection attributes 
Table 4-4: Mean value of important selection attributes. 
Attributes 
The product Variety is good 
The product quality is good 
The store has good range of fashion goods 
The store hours are convenient 
The payment facility is convenient 
It is easy to locate the store 
The packaged units are convenient to handle 
Mean 
4.38 
4.14 
4.02 
4.01 
3.99 
3.97 
3.97 
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It is easy to find parking facilities 
It is easy to locate the products 
The stores is neat 
The temperature in the store is comfortable 
The lighting in the store is soothing 
The smell is pleasant 
The store layout is good 
The store has special offers 
The music on the store suits my mood 
It takes less time to be checked out 
The store personnel has a very good knowledge 
The store personnel has a very caring attitude 
The prices with respect to the competitors are low 
There is new product advertising in the store 
There is a high visibility and display of product in promotion 
I look for bargains when I shop 
I enjoy looking for discounts when I shop 
3.94 
_ . . . _ _ j 
1 
3.93 
3.92 
3.92 
3.92 
3.88 
3.84 
3.73 
3.71 
3.65 
3.49 
349 
3.34 
3.33 
3.26 
3.24 
3.23 
The means of the twenty four attributes of supermarket patronage are shown in table 
4-4 in a descending order. Attributes with mean score equals to or greater than 3 were 
considered important since this value denoted moderately important on the scale used. 
The descriptive statistics revealed that the respondents highly rated the importance of 
variety, quality, fashion goods and store opening hours. All other attributes were also 
considered important by the shoppers. 
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4.5 Identification of important shopping motives 
Table 4-5: Mean values of important shopping motive dimensions 
Shopping Motives Mean 
I go to shop to find value for money 3.39 
I go to shop to find the product that I need 3.48 
It is good to know that my shopping trip is successful 3.44 
It is important to find the items I am looking for 3.40 
It is important to accomplish what I have planned 3.37 
I go to shop as it consumes less time 3.23 
I go to shop as the service is good 3.20 
I go to shop as it is quick 3.15 
On can shop for all the needs at a time 3.14 
In enjoy shopping for my fiiends and family 3.07 
I like shopping with my friends and family 3.04 
I like shopping for others because when they feel good I feel good 2.94 
I enjoy shopping to find perfect gift for someone 2.96 
I go to shop to socialize 2.95 
I go shopping to enjoy crowds 2.90 
Shopping gives me a break fi-om daily routine 3.08 
I go to shop to forget about day to day anxiety 3.04 
I go shopping to be refreshed 2.95 
I go shopping to be energized 2.91 
I go shopping as it feels better 3.03 
Shopping makes me feel that I am in my own universe 2.93 
Shopping is way to relieve stress 2.90 
Shopping is an adventure 2.77 
I find shopping stimulating 2.82 
I enjoy shopping just for the fun of it 2.99 
I go shopping when I want to treat myself special 2.96 
I go shopping as the shopping enviromnent is exciting 2.99 
I go shopping as it is a pleasure 2.87 
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The means of twenty eight shopping motives variables are shown in the above table 4 
5. The analysis shows that shoppers give priority to the dimensions shopping for value 
for money, shopping for the product that they need. Shoppers also lay emphasis on the 
utilitarian dimensions like shopping to accomplish what they have planned, shopping 
as it consumes less time, shopping as the service is good, shopping as it is quick, 
shopping for all the needs at a time, shopping for friends and family and shopping 
with friends and family. 
4.6 Hypothesis testing using ANOVA, t -test Statistics, Multiple regression & 
correlation analysis 
Hoi: Tliere is no significant difference on the dimension of Retail Merchandize 
across different Age groups 
Table 4-6: Results of different Age groups on Retail Merchandize dimension 
S.No. 
1 
2 
3 
4 
Age Group 
<20 
20-30 
30-40 
40-50 
Mean 
3.9958 
3.9470 
4.0089 
4.0075 
Std. 
Deviation 
0.38645 
0.33797 
0.38796 
0.36402 
F Value 
2.703 
Sig. 
0.044* 
*Significant at 95% level of confidence 
In order to assess the differences among different age groups on the dimension of 
Retail Merchandize, ANOVA has been run 
The above table 4-6 shows the mean value obtained by different Age groups on 
Retail Merchandize. It has been observed that the mean value obtained by the group 
having age 30-40 is 4.0089 which are the highest in comparison to other age groups. 
The respondents of the age group 20-30 obtained the minimum mean score of 3.9470 
The results of ANOVA shows F= 2.703 and Sig. = 0.044 which is less than 0.05 and 
hence there exists a significant difference on the dimension of Retail Merchandize 
across different Age groups. 
107 
Ho2: There is no significant difference on the dimension of Retail Merchandize 
across different Income groups 
Table 4-7: Results of different Income group on the dimension of Retail 
Merchandize 
SNo 
1 
2 
3 
4 
5 
Income group 
<25000 
25000-50000 
50000-75000 
75000-100000 
>I00000 
Mean 
3.9567 
3.9577 
4.0916 
3.9688 
4.6667 
Std. 
Deviation 
0.35064 
0.37692 
0.29025 
0.34004 
4.6667 
F value 
6.232 
Sig. 
0.000* 
* Significant at 95% level of confidence 
To assess the difference among different Income groups on the dimension of Retail 
Merchandize ANOVA has been used. 
Table 4-7 shows the mean value obtained by different income groups on the 
dimension of retail merchandize. The highest mean value, which is 4.67, is obtained 
by income group having income of more than 1 Lac. The minimum mean score of 
3.96 is obtained by income group having income of less than 25 thousand rupees. 
The result of ANOVA shows F= 6.232 and Sig. = 0 .000 which is less than 0.05. 
Hence there exists a significance difference on the dimension of Retail Merchandize 
across different Income groups. 
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Hos: There is no significance difference on tlie dimension of Retail Mercliandize 
across different Educational Qualifications 
Table 4-8: Results of different Educational Qualifications on the Retail 
Merchandize dimension 
SNo 
1 
2 
3 
4 
Educational 
Qualifications 
High school 
Senior Secondary 
School 
Graduation 
Post graduation 
Mean 
3.8250 
4.0410 
3.9520 
3.9946 
Std. 
Deviation 
0.43755 
0.40264 
0.34309 
0.36199 
F Value 
3.943 
Sig. 
0.003* 
* Significant at 95% level of confidence 
In order to assess significant difference on the dimension of Retail Merchandize 
across different Educational Qualifications ANOVA has been run. 
Table 4-8 shows the mean score obtained by different educational qualification group 
on the dimension of Retail Merchandize. The highest mean value of 4.0410 is 
obtained by Senior Secondary School group and the lowest mean value of 3.8250 is 
obtained by the High School group. 
The ANOVA results shows F=3.943 and Sig. = 0.03 which is less 0.05. Hence there 
exists a significant difference on the dimension of Retail Merchandize across different 
Educational Qualifications. 
H04: There is no significant difference on the dimension of Retail Merchandize 
across Gender. 
Table 4-9: Results of Gender on the Retail Merchandize dimension 
S.No. 
1 
2 
Gender 
Male 
IFemale 
Mean 
3.9653 
3.9874 
Standard 
Deviation 
0.35403 
0.36270 
t-value 
-0.764 
Sig. 
0.445* 
* Significant at 95% level of confidence 
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In order to assess significant differences on the dimension of Retail Merchandize 
across Gender t test has been run. 
Table 4-9 shows the mean value obtained by different genders. The mean value of 
3.9874 is the highest and is obtained by females and the mean value of 3.9654 is the 
lowest and is obtained by males. 
t-test results shows t = 0.764 and Sig. = 0.445 which is greater than 0.05 and hence 
there is no significant difference on the dimension of Retail Merchandize across 
Gender. 
H05: There is no significant difference on tlie dimension of Retail Mercliandize 
across Marital status. 
Table 4-10: Marital Status on the Retail Merchandize dimension 
S.No. 
1 
2 
Marital 
Status 
Single 
Married 
Mean 
3.9546 
3.9971 
Standard 
deviation 
0.34841 
0.37147 
t value 
-1.973 
Sig. 
0.049* 
* C i Significant at 95% level of confidence 
To assess significant difference on the dimension of Retail Merchandize across 
Marital status t- test has been run. 
Table 4-10 shows the mean value obtained by different Marital Status. The mean 
value of 3.9971 which is the highest is obtained by married group while the mean 
value of 3.9546 is the lowest is obtained by single group. 
The result of the t test shows t = -1.973 and Sig. = .049 which is less 0.05 and hence 
there is a significant difference on the dimension of Retail Merchandize across 
Marital Status. 
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Ho6:- There is no significant difference on the dimension of Shopping 
Convenience across different Age groups. 
Table 4-11: Results of different Age groups on the Shopping Convenience 
dimension 
S.No. 
1 
2 
3 
4 
Age in yrs 
<20 
20-30 
30-40 
40-50 
Mean 
3.8883 
3.8384 
3.7867 
3.8552 
Std. 
Deviation 
0.23441 
0.19078 
0.23763 
0.15500 
F Value 
7.280 
Sig. 
0.000* 
*Significant at 95% percent level of confidence 
To assess the difference of different age groups on the dimension of Shopping 
Convenience ANOVA has been run. 
Table 4-11 shows the mean value obtained by different Age groups on the Dimension 
of Shopping Convenience. The highest mean value of 3.8884 is obtained by the age 
group of less than 20 years and the lowest mean value of 3.7867 is obtained by the 
age group of 30-40 years. 
The result of ANOVA shows F=7.280 and Sig. = 0.000 which is less than 0.05 and 
hence there exists a significant difference on the dimension of Shopping Convenience 
across different age groups. 
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Ho?:- There is no significant difference on the dimension of Shopping 
Convenience across different Income groups 
Table 4-12: Results of different Income group on the Shopping Convenience 
dimension 
S.No, 
1 
2 
3 
4 
5 
Income in Rs. 
<25000 
25000-50000 
50000-75000 
75000-100000 
>100000 
Mean 
3.8320 
3.8160 
3.8307 
3.9000 
3.4667 
Std. 
Deviation 
0.20200 
0.22174 
0.18262 
0.14606 
0.46188 
F value 
3.144 
Sig. 
0.014* 
*Significant at 95% level of confidence 
In order to assess significant differences on the dimension of Shopping Convenience 
across different Income groups ANOVA has been run. 
Table 4-12 shows the mean value obtained by different income groups on the 
dimension of shopping convenience. The mean value of 3.9000 has been obtained by 
the income group Rs. 75thousand -llakh which is the highest. The lowest mean value 
of 3.4667 has been obtained by the Income group > Rs llakh. 
The ANOVA results shows F=3.144 and |Sig. = 0.014 which is less than 0.05 and 
hence there exists a significant difference on the dimension of Shopping Convenience 
across different income groups. 
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Hog:- There is no significant difference on the dimension of Shopping 
Convenience across different Educational Qualifications 
Table 4-13: Results of educational qualification on shopping convenience 
dimension 
S.No 
I 
2 
3 
4 
Educational 
Qualification 
High school 
Senior 
Secondary 
School 
Graduation 
Post graduation 
Mean 
3.8200 
3.9224 
3.8259 
3.8175 
Std. 
Deviation 
0.23079 
0.20657 
0.19355 
0.21492 
F-value 
5.772 
Sig. 
0.000* 
•Significant at 95% level of confidence 
To assess significant difference across different Educational Qualifications on the 
dimension of Shopping Convenience ANOVA has been run. 
Table 4-13 shows the mean value obtained by different Educational Qualifications on 
the dimension of Shopping Convenience. The highest mean value of 3.9224 is 
obtained by the Senior Secondary School group while the lowest mean value of 3.817 
is obtained by the Post Graduation group. 
The result of ANOVA shows F= 5.742 and Sig. =0 .000 which is less than 0.05 which 
shows that there exist significant difference on the dimension of Shopping 
Convenience across different Educational Qualifications. 
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Ho9: There is no significant difference on the dimension of Shopping 
Convenience across Gender 
Table 4-14: Results of diflTerent Gender on the Shopping Convenience dimension 
S.No. 
1 
2 
(Gender 
Male 
Female 
Mean 
3.8284 
3.8230 
Std. 
deviation 
0.20115 
0.23977 
t-value 
0.321 
Sig. 
0.748* 
•Significant at 95% level of confidence 
To assess significant difference on the dimension of Shopping Convenience across 
Gender t test has been run. 
Table 4-14 shows the mean value obtained by different Gender on the dimension of 
Shopping Convenience. The highest mean value of 3.83 is obtained by the male group 
and the lowest mean value of 3.82 is obtained by the female group. 
The results of t test shows t = 0.231 and Sig. = 0.748 which is greater than 0.05 and 
hence there is no significant difference on the dimension of Shopping Convenience 
across Gender. 
Hoio> There is no significant difference on the dimension of Shopping 
Convenience across Marital Status 
Table 4-15: Results of Marital Status on the Shopping Convenience dimension 
S.No. 
1 
2 
Marital 
Status 
Single 
Married 
Mean 
3.8386 
3.8065 
Standard 
Deviation 
2.0220 
2.1488 
t value 
2.575 
Sig. 
0.010* 
•Significant at 95% level of confidence 
To assess significant difference on the dimension of Shopping Convenience across 
Marital Status t-test has been run. 
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Table 4-15 shows the mean value obtained by different marital status on the 
dimension of Shopping Convenience. The mean value of 3.8386 is the highest which 
is obtained by single group and the mean value of 3.8065 is the lowest which is 
obtained by married group. 
The t-test result shows t=2.575 and Sig. = 0.010 which is less than 0.05 and hence 
there is a significant difference on the dimension of Shopping Convenience across 
Marital Status. 
Hon: There is no significant difference in the dimension of Atmospherics across 
different Age groups. 
Table 4-16: Results of different Age groups on the Atmospherics Dimension 
S.No. 
1 
2 
3 
4 
Age in yrs 
<20 
20-30 
30-40 
40-50S 
Mean 
3.8933 
3.8692 
3.8858 
3.8149 
Standard 
Deviation 
0.16659 
0.22175 
0.21204 
0.21267 
F-value 
2.252 
Sig. 
0.081* 
*Significant at 95% level of confidence. 
In order to assess significant difference among different Age groups on the dimension 
of Atmospherics ANOVA has been run. 
Table 4-16 shows the mean value obtained by different Age groups on Atmospherics. 
It has been observed that the mean value obtained by the age group less than 20yrs is 
3.8933 which is the highest. The respondents of the age group 40-50 yrs. obtained the 
minimum mean score of 3.8149. 
The result of ANOVA shows F=2.252 and Sig. = 0.081 which is greater than 0.05. 
Hence there exists no significant difference on the dimension of Atmospherics across 
different Age groups. 
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Hoi2: There is no significant difference in the dimension of Atmospherics across 
different Income groups. 
Table 4-17: Results of different Income groups on Atmospherics dimension 
S.No. 
1 
2 
3 
4 
5 
Income in Rs. 
<25000 
25000-50000 
50000-75000 
75000-100000 
>100000 
Mean 
3.8611 
3.8934 
3.8673 
3.9375 
3.8667 
Standard Deviation 
0.00834 
0.01056 
0.221 
0.03966 
0.0667 
F-Value 
1.699 
Sig. 
0.148* 
*Significant at 95% level of confidence 
In order to assess significant difference across different Income groups on the 
dimension of Atmospherics ANOVA has been run. 
Table 4-17 shows the mean value obtained by different Income groups on the 
dimension of Atmospherics. The highest mean value is obtained by the income group 
75000-1 lakh Rs, while the lowest mean values has been obtained by the income group 
less than 25000 rupees. 
The ANOVA result shows F=1.699 and Sig. = 0.148 which is greater than 0.05 hence 
there exist no significant difference on the dimension of Atmospherics across 
different Income groups. 
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Hoi3: There is no significant difference on tlie dimension of Atmospherics across 
different Educational Qualifications. 
Table 4-18: Results of different Educational Qualifications on the Atmospherics 
Dimension 
S.No. 
1 
2 
3 
4 
Educational 
Qualification 
High School 
Senior Secondary School 
Graduation 
Post Graduation 
Mean 
3.9300 
3.9194 
3.8675 
3.8667 
Standard 
Deviation 
0.13416 
0.20615 
0.22250 
0.20939 
F-Value 
2.004 
Sig. 
0.092* 
*Significant at 95% level of confidence. 
To assess significant difference on the dimension of Atmospherics across different 
Educational Qualifications ANOVA has been run. 
Table 4-18 shows the mean scores obtained by different Educational Qualifications on 
the dimension of Atmospherics. The highest mean score of 3.9300 has been obtamed 
by the High School group, while the lowest mean score of 3.8667 has been obtained 
by the Post Graduation group. 
The AVOVA result shows F=2.004 and Sig. = 0.092 which is greater than 0.05 
Hence there exists no significant difference on the dimension of Atmospherics across 
different Educational Qualifications. 
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Hoi4: There is no significant difference on the dimension of Atmospherics across 
Gender. 
Table 4-19: Results of gender on the Atmospherics dimension 
S.No 
1 
2 
Gender 
Male 
Female 
Mean 
3.8722 
3.8719 
Standard 
Deviation 
0.21513 
0.22549 
t-Value 
0.019 
Sig. 
0.985* 
*Significant at 95% level of confidence. 
To assess significant difference on the dimension of Atmospherics across Gender t-
test has been run. 
Table 4-19 shows mean value obtained by different Gender across the dimension of 
Atmospherics. The highest mean value of 3.8722 is obtained by the male group, while 
the lowest mean value of 3.8719 is obtained by the female group. 
The t-test resuU shows t = 0.019 and Sig. = 0.985, which is greater than 0.05 and 
hence no significant difference exists on the dimension of Atmospherics across 
Gender. 
Hois: There is no significant difference on the dimension of Atmospherics across 
marital status 
Table 4-20: Results of Marital status on the Atmospherics dimension 
S.No. 
1 
2 
Marital Status 
Single 
Married 
Mean 
3.8668 
3.8811 
Standard 
Deviation 
0.22711 
0.19609 
t value 
-1.094 
Sig. 
0.274* 
*Significant at 95% level of confidence 
To assess significant difference on the dimension of Atmospherics across Marital 
Status t test has been run 
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Table 4-20 shows the mean value obtained by different Marital Status groups on the 
dimension of Atmospherics. The mean value of 3.8811 which is the highest is 
obtained by the married group while the lowest mean value of 3.8668 is obtained by 
the single group. 
The t test results shows t=-1.094 and Sig. = 0.274 which is greater than 0.05 and no 
significant difference exists on the dimension of Atmospherics across Marital Status. 
Hoi6:- There is no significant difference on the dimension of Retail 
Communication across different Age groups. 
Table 4-21: Results of different Age groups on the Retail Communication 
dimension 
S.No. 
1 
2 
3 
4 
Age in years 
<20 
20-30 
30-40 
40-50 
Mean 
3.2267 
3.3735 
3.3389 
3.3493 
Standard Deviation 
0.58855 
0.64141 
0.48471 
0.51445 
F value 
1.263 
Sig. 
0.286* 
•Significant at 95% level of confidence 
In order to assess significant difference on the dimension of Retail Communication 
across different Age groups ANOVA has been run. 
Table 4-21 shows the mean value obtained by different Age groups on Retail 
Communication. The mean value of 3.37 is the highest which is obtained by the age 
group 20-30 years while the mean value of 3.22 is the lowest which is obtained by the 
age group less than 20 years. 
The ANOVA results shows F= 1.263 and Sig. = 0.286 which is greater than 0.05 
hence there is no significant difference on the dimension of Retail Communication 
across different Age Groups. 
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Hon:- There is no significant difference on the dimension of Retail 
Communication across different Income groups. 
Table 4-22: Results of different Income groups on the Retail Communication 
Dimension 
S.No. 
1 
2 
3 
4 
5 
Income in Rs. 
<25000 
25000-50000 
50000-75000 
75000-100000 
> 100000 
Mean 
3.3617 
3.3593 
3.2713 
3.4625 
3.4667 
Standard 
Deviation 
0.65189 
0.48879 
0.48792 
0.39812 
0.23094 
F-Value 
0.619 
Sig. 
0.598* 
*Significant at 95% level of confidence 
In order to assess significant difference on the dimension of Retail Communication 
across different Income groups ANOVA has been run. 
Table 4-22 shows the mean value obtained by different Income groups on the 
dimension of Retail Communication. The highest mean value of 3.4667 is obtained by 
the income group greater than Rs.llakh and the lowest mean value of 3.2713 is 
obtained by the income group Rs. 50-75 thousand. The result of ANOVA shows F = 
0.691 and Sig. = 0.598 which is greater than 0.05 and hence no significant difference 
exist on the dimension of Retail Communication across different Income Groups. 
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Hoig:- There is no significant difference on the dimension of Retail 
Communication across different Education Qualifications. 
Table 4-23: Results of different Educational Qualifications on the Retail 
Communication dimension 
S.No. 
1 
2 
3 
4 
Educational 
Qualification 
High School 
Senior Secondary School 
Graduation 
Post Graduation 
Mean 
3.0200 
3.3493 
3.3794 
3.3261 
Standard 
Deviation 
0.31722 
0.57980 
0.64217 
0.49412 
F-Value 
2.141 
Sig. 
0.074* 
*Significant at 95% level of confidence 
In order to assess significant difference across different Educational Qualifications on 
the dimension of Retail Communication ANOVA has been run. 
Table 4-23 shows the mean value obtained by different Educational Qualification on 
the dimension of Retail Communication. The highest mean value of 3.3794 is 
obtained by the Graduation group and the lowest mean value of 3.0200 is obtained by 
the High school group. 
The resuh of ANOVA shows F=2.141 and Sig. = 0.074 which is greater than 0.05 and 
hence no significant difference exist on the dimension of Retail Communication 
across different Educational Qualifications. 
121 
Hoi9:- There is no significant difference on the dimension of Retail 
Communication across Gender. 
Table 4-24: Results of Gender on the Retail Communication dimension 
S.No. 
1 
2 
Gender 
Male 
Female 
Mean 
3.3492 
3.4034 
Standard 
Deviation 
0.60688 
0.48081 
t-Value 
-1.131 
Sig. 
0.258* 
*Significant at 95% level of confidence 
In order to assess significant difference on the dimension of Retail Communication 
across Gender t-test has been run. 
Table 4-24 shows the mean value obtained by different Gender on the dimension of 
Retail Communication. The highest mean value of 3.4034 is obtained by females and 
the lowest mean value of 3.3492 is obtained by males. The result oft-test shows t=-
1.131 and Sig. = 0.258 which is greater than 0.05 and hence no significant difference 
exist on the dimension of Retail communication across Gender. 
Ho2o'>- There is no significant difference on the dimension of Retail 
communication across marital status. 
Table 4-25: Results of different marital status on the Retail Communication 
dimension 
S.No. 
1 
2 
Marital 
Status 
Single 
Married 
Mean 
3.3742 
3.3192 
Standard 
Deviation 
0.64361 
0.48481 
t-Value 
1.540 
Sig. 
0.124* 
* Significant at 95% level of confidence 
In order to assess significant difference on the dimension of Retail Communication 
across Marital status t-test has been run. 
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Table 4-25 shows the mean value obtained by different marital status on the 
dimension of Retail commimication. The highest mean value of 3.3742 is obtained by 
single group and the lowest mean value of 3.3192 is obtained by married group. The 
result oft-test shows t = 1.540 and Sig. = 0.124 which is greater than 0.05 and hence 
no significant difference exist on the dimension of Retail Communication across 
Marital Status. 
Hozi'.- There is no significant difference on the dimension of Utilitarian Motive 
across different Age groups. 
Table 4-26: Results of different Age groups on the Utilitarian Motive dimension 
S.No. 
1 
2 
3 
4 
Age in years 
<20 
20-30 
30-40 
40-50 
Mean 
3.1556 
3.2882 
3.3459 
3.5456 
Standard Deviation 
0.67660 
0.69965 
0.68008 
0.62757 
F-Value 
4.205 
Sig. 
0.006* 
•Significant at 95% level of confidence 
In order to assess significant difference on the dimension of Utilitarian Motive across 
different Age groups ANOVA has been run. 
Table 4-26 shows the mean value obtained by different age groups on the dimension 
of Utilitarian motive. The highest mean value of 3.5456 is obtained by the age group 
40-50 years and the lowest mean value of 3.1556 is obtained by the age group less 
than 20 years. 
The result of ANOVA shows F = 4.205 and Sig. = 0.006 which is less than 0.05 and 
hence there is a significant difference on the dimension of utilitarian Motive across 
different Age groups. 
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Ho22:- There is no significant difference on the dimension of Utilitarian Motive 
across different Income groups. 
Table 4-27: Results of different Income groups across Utilitarian Motive 
Dimension 
S.No. 
1 
2 
3 
4 
5 
Income in Rs. 
<25000 
25000-50000 
50000-75000 
75000-100000 
>100000 
Mean 
3.3006 
3.3164 
3.3586 
3.3819 
3.7037 
Standard 
Deviation 
0.69474 
0.68553 
0.67474 
0.60583 
0.62830 
F-Value 
0.452 
Sig. 
0.771* 
*Significant at 95% level of confidence 
In order to assess significant difference on the dimension of Utilitarian Motive across 
different Income groups ANOVA has been run. 
Table 4-27 shows the mean value obtained by different income groups on the 
dimension of Utilitarian Motive. The highest mean value of 3.70 is obtained by the 
greater than RsUakh Income group and the lowest mean value of 3.30 is obtained by 
the income group less than Rs. 25 thousand. 
The result of ANOVA shows F = 0.452 and Sig. = 0.771 which is greater than 0.05 
and hence there is no significant difference on the dimension of Utilitarian Motive 
across different Income groups. 
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Ho23:- There is no significant difference on the dimension of Utilitarian Motive 
across different Educational Qualifications. 
Table 4-28: Results of Different Educational Qualifications on the Utilitarian 
Motive Dimension 
S.No. 
1 
2 
3 
4 
Educational Qualification 
High School 
Senior Secondary School 
Graduation 
Post Graduation 
Mean 
2.9444 
3.3449 
3.3000 
3.3408 
Standard 
Deviation 
0.56137 
0.68824 
0.68360 
0.70295 
F-Value 
2.506 
Sig. 
0.041* 
•Significant at 95% level of confidence 
In order to assess significant difference on the dimension of utilitarian motive across 
different educational qualification ANOVA has been run. 
Table 4-28 shows the mean value obtained by different Educational Qualification on 
the dimension of Utilitarian Motive. The highest mean value of 3.34 is obtained by 
Senior Secondary School and the lowest mean value of 2.94 is obtained by the High 
School group. 
The result of ANOVA shows F = 2.506 and Sig. = 0.041 which is less than 0.05 and 
hence there is a significant difference on the dimension of Utilitarian Motive across 
different Educational Qualifications. 
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Ho24:- There is no significant difference on the dimension of Utilitarian Motive 
across Gender. 
Table 4-29; Result of different Gender on the Utilitarian Motive Dimension 
S.No. 
1 
2 
Gender 
Male 
Female 
Mean 
3.3119 
3.3139 
Standard Deviation 
0.68657 
0.70281 
t-Value 
-0.034 
Sig. 
0.973* 
* Significant at 95% level of confidence 
In order to assess significant difference on the dimension of Utilitarian motive across 
Gender t-test has been run. 
Table 4-29 shows the mean value obtained Gender on the dimension of Utilitarian 
Motive. The highest Mean value of 3.3139 is obtained by female and the lowest mean 
value of 3.3119 is obtained by the male group. 
The result oft-test shows t = -0.034 and Sig. = 0.973 which is greater than 0.05 and 
hence there is no significant difference on the dimension of Utilitarian motive across 
Gender. 
Hozs'- There is no significant difference on the Utilitarian dimension across 
Marital Status 
Table 4-30: Results of Marital Status on the Utilitarian Motive dimension 
S.No. 
1 
2 
Marital 
Status 
Single 
Married 
Mean 
3.2974 
3.3372 
Std 
Deviation 
0.68823 
0.68802 
t value 
-0.959 
Sig. 
0.338* 
*Significant at 95% level of confidence 
In order to assess significant difference on dimension of Utilitarian motive across 
different marital status t-test had been run. 
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Table 4-30 shows the mean value obtained by different Marital Status on the 
dimension of Utilitarian Motive. The highest mean value of 3.3372 is obtained by the 
married group while the lowest mean value of 3.2974 is obtained by the single group. 
The result oft test shows t = -0.959 and Sig. = 0.338 which is greater than 0.05 and 
hence there exist no significant difference on the dimension of Utilitarian Motive 
across different Marital Status. 
Ho26:- There is no significant difference on tlie Socialization Motive dimension 
across different Age groups 
Table 4-31: Results of the different Age groups on the Socialization Motive 
Dimension 
S.No. 
1 
2 
3 
4 
Age in years 
<20 
20-30 
30-40 
40-50 
Mean 
3.0000 
2.9565 
2.9670 
3.1949 
Standard 
Deviation 
0.81995 
0.79666 
0.79334 
0.96176 
F value 
1.769 
Sig. 
0.151* 
*Significant at 95% level of confidence 
In order to assess significant difference on the socialization motive across different 
age groups ANOVA has been run 
Table 4-31 shows the mean value obtained by different Age groups on the 
Socialization dimension. The mean value of 3.1949 is the highest which is obtained 
by 40-50 years age group and the mean value of 2.9565 which is the lowest is 
obtained by 20-30 years Age group 
The ANOVA results shows F = 1.769 and Sig. = 0.151 which is greater than 0.05 and 
hence there is no significant difference on the Socialization dimension across different 
Age groups. 
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Ho27:- There is no significant difference on tlie Socialization dimension across 
different Income groups 
Table 4-32: Results of different Income groups on the Socialization dimension 
S.No. 
1 
2 
3 
4 
5 
Income in Rs. 
<25000 
25000-50000 
50000-75000 
75000-100000 
>100000 
Mean 
2.9420 
3.0081 
3.0034 
3.4375 
3.5556 
Std 
Deviation 
0.75274 
0.90135 
0.85482 
0.58650 
0.76980 
F value 
2.190 
Sig. 
0.068* 
*Significant at 95% level of confidence 
To assess significance difference on the socialization dimension across different 
income groups ANOVA has been run. 
Table 4-32 shows the mean value obtained by different Income groups on the 
dimension of Socialization Motive. The highest mean value of 3.5556 had been 
obtained by greater than Rs. llac income group and the lowest mean value of 2.9420 
has been obtained by the less than Rs.25thousand income group. 
ANOVA results shows F = 2.190 and Sig. = 0.068 which is greater than 0.05 and 
hence there is no significant difference on the Socialization dimension across different 
Income groups. 
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Ho28> There is no significant difference on the Socialization dimension across 
Educational Qualifications 
Table 4-33: Results of different Educational Qualifications on the Socialization 
Motive Dimension 
S.No. 
1 
2 
3 
4 
Educational qualification 
High school 
Senior Secondary School 
Graduation 
Post graduation 
Mean 
3.0583 
2.9726 
2.9682 
2.9788 
Std. Deviation 
0.82412 
0.77720 
0.81332 
0.80381 
F value 
0.180 
Sig. 
0.949* 
•Significant at 95% level of confidence 
In order to assess significant differences across Educational Qualifications on the 
Socialization Motive dimension ANOVA has been run. 
Table 4-33 shows mean value obtained by different educational qualification on the 
Socialization Motive dimension. The mean value of 3.0583 is the highest which is 
obtained by high school group while the lowest mean value of 2.9682 is obtained by 
the graduation group. 
ANOVA results shows F = 0.180 and Sig. = 0.949 which is greater than 0.05 and 
hence there is no significant difference on the socialization dimension across different 
educational qualifications. 
H029:- There is no significant difference on the Socialization Dimension across 
Gender. 
Table 4-34: Results of Gender on the Socialization Motive Dimension 
S.NO. 
1 
2 
Gender 
Male 
Female 
Mean 
2.9762 
2.9654 
Std. Deviation 
0.81593 
0.76400 
t value 
0.165 
Sig. 
1 
0.869* 
•Significant at 95% level of confidence 
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In order to assess significant differences across gender on the Socialization t test has 
been run. 
Table 4-34 shows mean value obtained by different Gender on the Socialization 
dimension. The highest mean value of 2.9762 has been obtained by the male group 
while the lowest mean value of 2.9654 is obtained by the female group. 
The t test results shows t = 0 .180 and Sig. = 0.869 which is greater than 0.05 and 
hence there is no significant difference on the Socialization dimension across Gender. 
Ho3o:- There is no signiflcant difference on the Socialization Dimension across 
Marital status. 
Table 4-35: Result of Marital Status on the Socialization Motive Dimension 
S.No. 
1 
2 
Marital Status 
Single 
Married 
Mean 
2.9702 
2.9801 
Std. Deviation 
0.81111 
0.80105 
t Value 
-0.203 
Sig. 
0.839* 
•Significant at 95% level of confidence 
In order to assess significant differences across gender on the Socialization t test has 
been run. 
Table 4-35 shows mean value obtained by different marital status on the Socialization 
dimension. The highest mean value of 2.9801 has been obtained by the married group 
while the lowest mean value of 2.9702 is obtained by the single group. 
The t test results shows t= -0.203 and Sig. = 0.839 which is greater than 0.05 and 
hence there is no significant difference on the Socialization dimension across Marital 
Status. 
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Ho3i:- There is no significant difference on the Gratification dimension across 
different Age groups 
Table 4-36: the Mean Value, Std. Deviation and ANOVA Result of different Age 
groups on the Gratification Motive Dimension 
S.No. 
1 
2 
3 
4 
Age in years 
<20 
20-30 
30-40 
40-50 
Mean 
3.2423 
2.9425 
2.8811 
2.7910 
Std Deviation 
0.77583 
0.72842 
0.70874 
0.64021 
F value 
5.174 
Sig. 
0.001* 
•Significant at 95% level of confidence 
To assess significant difference on the Gratification dimension across different Age-
groups ANOVA has been run. 
Table 4-Table 4-36 shows mean value obtained by different Age group on the 
Gratification dimension. The highest mean value of 3.2423 has been obtained by the 
age group less than 20 years and the lowest mean value of 2.7910 is obtained by the 
age group having age 40-50 years. 
The result of ANOVA shows F= 5.174 and Sig. = 0.001 which is less than 0.05 and 
hence there is significant difference on the Gratification dimension across different 
Age group. 
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Ho32:-There is no significant difference on the Gratification dimension across 
different Income groups 
Table 4-37: Result of different Income Groups on the Gratification Motive 
dimension 
S.No. 
1 
2 
3 
4 
5 
Income in Rs. 
<25000 
25000-50000 
50000-75000 
75000-100000 
>100000 
Mean 
2.9437 
2.9204 
2.9101 
2.6587 
3.5395 
Std 
Deviation 
0.74379 
0.69084 
0.70089 
0.66527 
0.79941 
F value 
1.188 
Sig. 
0.314* 
*Significant at 95% level of confidence 
In order to assess significant on the Gratification dimension across different Income 
groups ANOVA has been run. 
Table 4-37 shows mean value obtained by different Income groups on the 
Gratification dimension. The mean value of 3.5395 obtained by the Income group 
greater than Rs. Uac is the highest and the mean value of 2.6587 which is obtained by 
the income group 75thousand-llac is the lowest. 
The result of ANOVA shows F = 1.188 and Sig. = 0.314 which is greater than 0.05 
and hence there is no significant difference on the Gratification dimension across 
different Income groups. 
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Ho33:- There is no significant difference on the Gratification Motive dimension 
across different Educational Qualifications 
Table 4-38: Results of different Educational Qualifications on the Gratification 
Shopping Motive 
S.No. 
1 
2 
3 
4 
Educational Qualiflcations 
High school 
Senior Secondary School 
Graduation 
Post graduation 
Mean 
2.9154 
3.2790 
2.8944 
2.9326 
Std deviation 
0.61076 
0.76991 
0.72097 
0.70705 
F value 
5.293 
Sig. 
0.000* 
*Significant at 95% level of confidence 
To assess significant difference on the gratification dimension across different 
Educational Qualifications ANOVA has been run. 
Table 4-38 shows mean value obtained by different Educational Qualifications on the 
Gratification Motive dimension. The mean value of 3.2790 is the highest which is 
obtained by senior secondary school group and the mean value of 2.8944 is the lowest 
which is obtained by the graduation group. 
The ANOVA results shows F= 5.293 and Sig. = 0.000 which is less than 0.05 
significant difference exist on the Gratification Motive dimension across different 
Educational Qualifications. 
H034:- There is no significant difference on the gratification dimension across 
Gender 
Table 4-39: Results of different Gender on the Gratification Motive Dimension 
S.No. 
1 
2 
Gender 
Male 
Female 
Mean 
2.9334 
2.9257 
Std deviation 
0.72478 
0.72823 
t value 
0.130 
Sig. 
0.896* 
•Significant at 95% level of confidence 
133 
In order to assess significant difference on the Gratification dimension across Gender 
t test has been run. 
Table 4-39 shows mean values obtained by different Gender on the Gratification 
Motive dimension. The mean value of 2.9334 is the highest which is obtained by the 
male group while the mean value of 2.9257 is the lowest which is obtained by female 
group. 
The result of the t test shows t = 0.130 and Sig. = 0.896 which is greater than O.OSand 
hence no significance difference exists on the Gratification Motive dimension across 
Gender. 
H035:- There is no significant difference on tlie Gratification Motive dimension 
across Marital Status 
Table 4-40: Results of different Marital Status on tlie Gratification Motive 
Dimension 
S.No. 
1 
2 
Marital Status 
Single 
Married 
Mean 
2.9476 
2.9010 
Std Deviation 
0.74201 
0.69107 
t value 
1.065 
Sig. 
0.287* 
*Significant at 95 % level of level of confidence 
In order to assess significant difference across different marital status on the 
Gratification Motive dimension t test has been run. 
Table 4-40 shows the mean value obtained by different marital status on the 
Gratification Motive dimension. The highest mean value of 2.9476 is obtained by the 
single group while the lowest mean value of 2.9010 is obtained by the married group. 
The t test results shows t = 1.065 and Sig. = 0.287 which is greater than 0.05 and 
hence there exist no significant difference on the Gratification Motive dimension 
across different Marital status. 
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Ho36:- There is no significant difference on the Retail Merchandize dimension 
across Frequency of visits per week 
Table 4-41: Results of Frequency of Visits per week on Retail Merchandize 
dimension 
S.No. 
1 
2 
3 
Frequency of visits 
Once 
Twice 
Daily 
Mean 
3.9642 
4.0536 
3.7500 
Std deviation 
3.5706 
3.5583 
3.5746 
F value 
2.637 
Sig. 
0.072* 
*Significant at 95% level of confidence 
In order to assess significant difference on the Merchandize dimension across 
Frequency of visits ANOVA has been run. 
Table 4-41 shows the mean value obtained by different Frequency of visits on the 
Retail Merchandize dimension. The highest mean value of 4.0536 is obtained by the 
group who visit the store twice in a week while the lowest mean value of 3.7500 is 
obtained by the group who visit the retail store daily. 
The ANOVA results shows F = 2.637 and Sig. = 0.072 which is greater than 0.05 and 
hence there is no significant difference on the Retail Merchandize dimension across 
Frequency of visits 
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Ho37:- There is no significant difference on tlie Retail Merctiandize dimension 
across Time Spent during Shopping 
Table 4-42: Results of Time Spent during Shopping on Retail Merchandize 
dimension 
S.No 
1 
2 
3 
Time Spent 
during Shopping 
<lhr 
l-3hrs 
>3hr 
Mean 
4.0026 
3.9745 
3.9136 
Std deviation 
0.32331 
0.34608 
0.42598 
F value 
3.931 
Sig. 
0.020* 
* Significant at 95% level of confidence 
In order to assess significant difference on the dimension of Retail Merchandize 
across time spent during shopping ANOVA has been run. 
Table 4-42 shows the mean value obtained by different customers who spent different 
time duration during shopping across retail merchandize dimension. The highest mean 
value of 4.0026 is obtained by customers who spent less than 1 hr during shopping 
and the lowest mean value of 3.9136 is obtained by the group who spent greater than 
3 hrs during shopping. 
The results of ANOVA shows F = 3.931 and Sig. = 0.020 which is less than 0.05 and 
hence there exist a significant difference on the Retail Merchandize dimension across 
Time spent during Shopping. 
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Ho38:- There is no significant difference on the Shopping Convenience dimension 
across Frequency of visits 
Table 4-43: Results of different Frequency of visits on Shopping Convenience 
S.No. 
1 
2 
3 
Frequency of visits 
Once 
Twice 
Daily 
Mean 
3.8236 
3.8738 
4.0000 
Std Deviation 
0.20621 
0.21739 
0.20730 
F value 
2.647 
Sig. 
0.071* 
•Significant at 95% level of confidence 
In order to assess significant difference on the dimension of Shopping Convenience 
across Frequency of visits ANOVA has been run 
Table 4-43 shows the mean value obtained by Frequency of visits by different 
customers on the dimension of Shopping Convenience. The highest mean value of 
4.0000 is obtained by the group of customers who visits the retail store daily while the 
lowest mean value of 3.8236 is obtained by the group who visits the retail store once 
in a week. 
The results of ANOVA shows F = 2.647 and Sig. = 0.071 which is greater than 0.05 
and hence there is no significant difference on the dimension of Shopping 
Convenience across Frequency of visits. 
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Ho39:- There is no significant difference on the dimension of Shopping 
Convenience across time spent during shopping/ visit 
Table 4-44: Results of Time Spent during Shopping/visit on the Shopping 
Convenience dimension 
S.No. 
1 
2 
3 
Time spent 
during shopping 
<lhr 
1-3 hrs 
>3hrs 
Mean 
3.8575 
3.8245 
3.7958 
Std 
Deviation 
0.19298 
0.20374 
0.23141 
F value 
5.610 
Sig. 
0.004* 
*Significant at 95% level of confidence 
In order to assess significant difference on the shopping Convenience across Time 
Spent during Shopping/ visit ANOVA has been run 
Table 4-44 shows the mean value obtained by different Time Spent during Shopping 
per visit by customers on the dimension of Shopping Convenience. The highest mean 
value of 3.8575 is obtained by the less thanl hr group of customers. The lowest mean 
value of 3.7958 is obtained by the customers who spent greater than 3hrs during 
shopping per visit. 
The result of ANOVA shows F = 5.610 and Sig. - 0.004 which is less than 0.05 and 
hence significant difference exist on the dimension of Shopping Convenience across 
Time spent during Shopping per visit. 
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Ho4o:- There is no significant difference on tlie dimension of Atmosplierics across 
Frequency of visits per week 
Table 4-45: Results of Frequency of visits per week on the Atmospherics 
Dimension 
S.No 
1 
2 
3 
Frequency 
of visits 
Once 
Twice 
Daily 
Mean 
3.8704 
3.8929 
3.8721 
Std 
Deviation 
0.21706 
0.20929 
0.21645 
F value 
0.595 
Sig. 
0.552* 
•Significant at 95 % level of confidence 
In order to assess significant difference on the dimension of Atmospherics across 
Frequency of visits ANOVA has been run 
Table 4-45 shows the mean value obtained by different Frequency of visits on the 
dimension of Atmospherics. The highest mean value of 3.8929 has been obtained by 
the group of customers who visit the retail stores daily while the lowest mean value of 
3.8704 has been obtained by the group of customers who visit the retail stores once in 
a week. 
The ANOVA results shows F = 0.595 and Sig. = 0.552 which is greater than 0.05 
hence there exist no significant difference on the dimension of Atmospherics across 
Frequency of visits 
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Ho4i:- There is no significant difference on the dimension of Atmospherics across 
time spent during shopping per visit 
Table 4-46: Results of Time Spent during Shopping per visit on the 
Atmospherics dimension 
S.No. 
1 
2 
3 
Time spent 
during shopping 
<lhr 
l-3hrs 
>3hr 
Mean 
3.9060 
3.8671 
3.8430 
Std deviation 
0.18727 
0.22147 
0.23099 
F value 
5.650 
Sig. 
0.004* 
*Significant at 95% level of confidence 
In order to assess significant difference on the dimension of Atmospherics across 
Time spent during Shopping per visit ANOVA has been run. 
Table 4-46 shows the mean value obtained by different customer group who spend 
different time duration per visit during shopping. The highest mean value of 3.9060 is 
obtained by the group of customers who spent less than 1 hour during shopping while 
the lowest mean value of 3.8430 is obtained by the group of customers who spend 
gr3hr during shopping 
The ANOVA results shows F = 5.650 and Sig. = 0.004 which is less than 0.05 and 
hence significant difference exist on the dimension of Atmospherics across Time 
spent during Shopping per visit. 
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Ho42:- There is no significant difference on the dimension of Retail 
communication across Frequency of visits per week 
Table 4-47: Results of the Frequency of visits per week on the Retail 
Communication dimension 
S.No. 
1 
2 
3 
Frequency of visits 
Once 
Twice 
Daily 
Mean 
3.3492 
3.4239 
3.3550 
Std deviation 
0.59673 
0.52357 
0.59203 
F value 
1.215 
Sig. 
0.297* 
: 
*Significant at 95 % level of confidence 
In order to assess significant difference on the dimension of Retail communication 
across Frequency of visits ANOVA has been run. 
Table 4-47 shows the mean value obtained by different Frequency of visits across 
Retail Communication dimension. The highest mean value of 3.4239 is obtained b> 
the group who visits the retail store twice a week while the lowest mean value of 
3.3492 is obtained by the group who visit the retail store once a week 
The results of ANOVA shows F = 1.215 and Sig. = 0.297 which is greater than 0.05 
and hence there is no significant difference on the dimension of Retail communication 
across Frequency of visits. 
H043:- There is no significant difference on the dimension of Retail 
Communication across Time spent during Shopping per visit 
Table 4-48: Results on the time spent during shopping per visit on the Retail 
Communication dimension 
S.No 
1 
2 
3 
Time spent during shopping 
<lhr 
1-3 hrs 
>3hrs 
Mean 
3.3558 
3.3342 
3.4215 
Std Deviation 
0.82863 
0.48941 
0.51175 
F value 
1.782 
Sig. 
0.169* 
"Significant at 95% level of confidence 
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To assess significant difference on the dimension of Retail Communication across 
Time Spent during shopping per visit ANOVA has been run 
Table 4-48 shows the mean value obtained by customers who spend different time 
duration during shopping on the dimension of Retail Communication. The highest 
mean value of 3.4215 is obtained by greaterShr group while the lowest mean value of 
3.3342 is obtained by the l-3hrs group. 
The results of ANOVA shows F = 1.782 and Sig. = 0.169 which is greater than 0.05 
and hence there exist no significant difference on the dimension of Retail 
Communication across different Time Spent during Shopping per visit. 
Ho44:-There is no significant difference on tlie dimension of Utilitarian Motive 
dimension across Frequency of Visits per week 
Table 4-49: Results of the Frequency of visits per weelc on the Utilitarian Motive 
dimension 
S.No. 
1 
2 
3 
Frequency of visits 
Once 
Twice 
Daily 
Mean 
3.3078 
3.3641 
3.3123 
Std Deviation 
0.69248 
0.62681 
0.68813 
F value 
0.759 
Sig. 
0.469* 
*Significant at 95% level of confidence 
In order to assess significant difference on the Utilitarian dimension across Frequency 
of Visits ANOVA has been run. 
Table 4-49 shows the mean value obtained by customers who have different 
Frequency of visits on the Utilitarian dimension. The highest mean value of 3.3641 is 
obtained by the customer group who visit the store twice a week while the lowest 
mean value of 3.3078 is obtained by the group who visit the retail store once in a 
week. 
The ANOVA results shows F = 0.759 and Sig. = 0.469 which is greater than 0.05 and 
hence there exist no significant difference on the Utilitarian dimension across 
Frequency of Visits. 
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Ho45:-There is no significant difference on tlie dimension of Utilitarian dimension 
across Time Spent during Sliopping per visit 
Table 4-50: Results of Time Spent during sliopping per visit on the Utilitarian 
Shopping Motive dimension 
S.No 
1 
2 
3 
Time spent during shopping 
<lhr 
1-3 hrs 
>3hr 
Mean 
3.2495 
3.3125 
3.3941 
Std Deviation 
0.68416 
0.70566 
0.62720 
F value 
2.689 
Sig. 
0.068* 
*Significant at 95% level of confidence 
In order to assess significant difference on the Utilitarian dimension across Time 
spent during shopping per visit ANOVA has been run. 
Table 4-50 shows the mean value obtained by customers who spend different time 
duration during shopping per visit on the utilitarian dimension. The highest mean 
value of 3.3941 has been obtained by the greater than 3hr group while the lowest 
mean value of 3.2495 has been obtained by the less than Ihr group. 
The ANOVA results shows F = 2.689 and Sig. = 0.068 which is greater than 0.05 and 
hence no significant difference exist on the Utilitarian dimension across time spent 
during shopping per visit. 
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Ho46:- There is no significant difference on the Socialization Motive dimension 
across Frequency of visit per weeli 
Table 4-51: Results of the Frequency of visits per week on the Socialization 
Motive dimension 
S.No. 
1 
2 
3 
Frequency of visit per 
week 
Once 
Twice 
Daily 
Mean 
2.9917 
2.7361 
2.9746 
Std deviation 
0.81321 
0.68411 
0.80741 
F value 
4.750 
Sig. 
0.009* 
*Significant at 95% level of confidence 
In order to assess significant difference on the Socialization Motive dimension across 
Frequency of Visits per week ANOVA has been run 
Table 4-51 shows the mean value obtained by customers who have different 
Frequency of visit while visiting a retail store on the Socialization Motive dimension. 
The highest mean value of 2.9917 has been obtained by the group who visit the store 
once in a week while the lowest mean value of 2.7361 has been obtained by the group 
who visit the store twice a week. 
The ANOVA results shows F = 4.750 and Sig. = 0.009 which is less than 0.05 and 
hence significant difference exist on the Socialization Motive dimension across 
Frequency of Visits per week. 
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Ho47:- There is no significant difference on the Socialization Motive dimension 
across Time Spent during Shopping per Visit 
Table 4-52: Results of the time spent during Shopping per visit on the 
Socialization Motive dimension 
S.No. 
1 
2 
3 
Time spent 
during shopping 
<lhr 
l-3hrs 
>3hr 
Mean 
2.8474 
2.9758 
3.1402 
Std Deviation 
0.74680 
0.81577 
0.83079 
F value 
8.136 
Sig. 
0.000* 
•Significant at 95% level of confidence 
In order to assess significant difference on the Socialization Motive dimension across 
Time Spent during Shopping per visit ANOVA has been run 
Table 4-52 shows the mean value obtained different customers who spend different 
time period during shopping per visit on the socialization dimension. The highest 
mean value of 3.1402 is obtained by the group who visit the retail store for greater 
than 3hr while the lowest mean value of 2.8474 is obtained by the group who visit the 
retail store for less than Ihr. 
The resuh of ANOVA shows F = 8.136 and Sig. = 0.000 which is less than 0.05 and 
hence significant difference exist on the Socialization Motive dimension across time 
spent during shopping per visit. 
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Ho48:- There is no significant difference on tlie Gratiflcation Motive dimension 
across Frequency of Visits per week 
Table 4-53: Results of the Frequency of visits per week on the Gratiflcation 
Motive dimension 
S.No 
1 
2 
3 
Frequency of 
visits per week 
Once 
Twice 
Daily 
Mean 
2.9272 
2.9796 
2.9317 
Std Deviation 
0.72385 
0.73065 
0.72450 
F value 
1.291 
Sig. 
0.275* 
*Significant at 95% level of confidence 
In order to assess significant difference on the Gratification Motive dimension across 
Frequency of Visit per week ANOVA has been run 
Table 4-53 shows the mean value obtained by frequency of visits per week on the 
Gratification Motive dimension. The highest mean value of 2.9796 is obtained by the 
customers who visit the stores twice a week while the lowest mean value of 2.9272 is 
obtained by the group of customers who visit the retail store once a week 
The ANOVA results shows F - 1.291 and Sig. = 0.275 which is greater than 0.05 and 
hence there is no significant difference on the Gratification Motive dimension across 
Frequency of Visits per week. 
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Ho49:- There is no significant difference on the Gratification Motive dimension 
across time spent during shopping per visit 
Table 4-54: Results of the time spent during shopping per visit on the 
Gratification Motive dimension 
S.No. 
1 
2 
3 
Time spent during 
shopping 
<lhr 
1-3 hrs 
>3hr 
Mean 
3.0685 
2.8720 
2.9450 
Std Deviation 
0.74857 
0.70405 
0.73585 
F value 
7.524 
Sig. 
0.001* 
*Significant at 95% level of confidence 
In order to assess significant difference on the gratification dimension across time 
spent during shopping per visit ANOVA has been run 
Table 4-54 shows the mean value obtained by different time spent during shopping 
per visit across gratification motive dimension. The highest mean value of 3.0685 is 
obtained by the less than Ihr group while the lowest mean value of 2.8720 is obtained 
by the 1-3 hrs group. 
The results of ANOVA shows F = 7.524 and Sig. = 0.001 which is less than 0.05 and 
hence significant difference exist on the gratification motive dimension across time 
spent during shopping per visit. 
4.7 Hypothesis of Association Results (Results of Regression Analysis) 
Table 4-55: Model Summary 
Model 
1 
R 
0.676 
R Square 
0.457 
Adjusted R Square 
0.443 
Std Error of Estimate 
0.63503 
Predictors: Retail Communication, Shopping Convenience, Retail Merchandize, 
Atmospherics 
Dependent Variable: Utilitarian Shopping Motives 
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Table 4-56: Regression Coefficients 
Model 
1 (Constant) 
RETAILMERCHANDIZE 
SHOPPINGCONVINIENCE 
ATMOSPHERICS 
RETAILCOMMUNICATION 
Unstandardized 
Coefficients 
B 
3.739 
-0.036 
-0.294 
-0.164 
0.439 
Std. 
Error 
0.457 
0.052 
0.092 
0.089 
0.031 
Standardized 
Coefficients 
Beta 
-.019 
-.089 
-.051 
.379 
t 
8.187 
-0.688 
-3.193 
-1.833 
13.962 
Sig. 
0.000 
0.492 
0.001 
0.067 
0.000 
Dependent Variable: Utilitarian 
Table 4-57: Model Summary of Regression analysis results 
Model 
1 
R 
0.656 
R Square 
0.431 
Adjusted R Square 
0.420 
Std Error of Estimate 
0.71739 
Predictors: Retail Communication, Shopping Convenience, Retail Merchandize, 
Atmospherics 
Dependent Variable: Gratification Shopping Motive 
Table 4-58: Regression Coefficients 
Mode 1 
1 (Constant) 
RETAILMERCHANDIZE 
SHOPPINGCONVINIENCE 
ATMOSPHERICS 
RETAILCOMMUNICATION 
Unstandardized 
Coefficients 
B 
1.128 
0.007 
0.514 
-0.005 
-0.052 
Std. 
Error 
0.516 
0.059 
0.104 
0.101 
0.036 
Standardized 
Coefficients 
Beta 
0.004 
0.147 
-0.001 
-0.042 
t 
2.186 
0.124 
4.928 
-0.045 
-1.454 
Sig. 
0.029 
0.901 
0.000 
0.964 
0.146 
a. Dependent Variable: GRATIFICATION 
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Ho5o:- There is no significant impact of Retail Merchandize dimension on the 
Utilitarian Motive Dimension 
Multiple Regression analysis was used to test if the Retail Merchandize dimension has 
a significant impact on the Utilitarian Motive Dimension. The results of the regression 
indicated that the four predictors explained 45.7% of variance, R square= 0.457. 
Beta value is -0.019 which indicates negative impact of Retail Merchandize 
dimension on Utilitarian shopping motive dimension. 
Sig. value is 0.492 which is greater than .05 hence Retail Merchandize has no 
significant impact on Utilitarian shopping motive dimension. 
Ho5i:- There is no significant impact of the Shopping Convenience dimension on 
the Utilitarian Motive Dimension 
Multiple Regression analysis was used to test if the Shopping Convenience dimension 
has a significant impact on the Utilitarian Motive Dimension. The results of the 
regression indicated that the four predictors explained 45.7% of variance, R square= 
0.457. 
Beta value is -0.089 which indicates negative impact of Shopping Convenience 
dimension on Utilitarian shopping motive dimension. 
Sig. value is =0.001 which is less than 0.05 hence Shopping Convenience has a 
significant impact on Utilitarian shopping motive dimension. 
Hos2.*-There is no significant impact of the Atmospherics dimension on the 
Utilitarian Shopping Motive dimension 
Multiple Regression analysis was used to test if the Atmospherics dimension has a 
significant impact on the Utilitarian Motive Dimension. The results of the regression 
indicated that the four predictors explained 45.7% of variance, R square= 0.457. 
Beta value is -.051 which indicates negative impact of Atmospherics dimension on 
Utilitarian shopping motive dimension. 
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Sig. value is =0.067 which is greater than 0.05 hence Atmospherics has no significant 
impact on Utilitarian shopping motive dimension. 
Ho53:-There is no significant impact of the Retail Communication dimension on 
the Utilitarian Motive Dimension 
Multiple Regression analysis was used to test if the Retail communication dimension 
has a significant impact on the Utilitarian Motive Dimension. The results of the 
regression indicated that the four predictors explained 45.7% of variance, R square= 
0.457. 
Beta value is 0.379 which indicates negative impact of Retail Communication 
dimension on Utilitarian shopping motive dimension. 
Sig. value is =0.000 which is less than .05 hence Retail Communication has a 
significant impact on Utilitarian shopping motive dimension. 
H054:- There is no significant impact of Retail Merchandize Dimension on the 
Socialization Motive dimension 
This has been found by correlation analysis that socialization as one of the shopping 
motives does not correlate with store image attributes and hence the regression 
analysis cannot be run. Therefore the impact of store image attributes on Socialization 
shopping motives could not be found as the regression model is statistically 
insignificant. (F= 1.991, Sig=0.094) 
H055:- There is no significant impact of Shopping Convenience dimension on the 
Socialization Motive dimension 
This has been found by correlation analysis that socialization as one of the shopping 
motives does not correlate with store image attributes and hence the regression 
analysis cannot be run. Therefore the impact of store image attributes on Socialization 
shopping motives could not be found as the regression model is statistically 
insignificant. (F=1.991, Sig. = 0.094) 
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Ho56> There is no significant impact of ttie Atmospherics dimension on the 
Socialization Motive dimension 
This has been found by correlation analysis that socialization as one of the shopping 
motives does not correlate with store image attributes and hence the regression 
analysis caimot be run. Therefore the impact of store image attributes on Socialization 
shopping motives could not be found as the regression model is statistically 
insignificant. (F=1.991, Sig. = 0.094) 
H057:- There is no significant impact of Retail Communication dimension on the 
Socialization motive dimension 
This has been foimd by correlation analysis that socialization as one of the shopping 
motives does not correlate with store image attributes and hence the regression 
analysis carmot be run. Therefore the impact of store image attributes on Socialization 
shopping motives could not be found as the regression model is statistically 
insignificant. (F= 1.991, Sig=0.094) 
Hoss:- There is no significant impact of Retail Merchandize Dimension on the 
Gratification Motive dimension 
Multiple Regression analysis was used to test if the Retail Merchandize dimension has 
a significant impact on the Gratification Motive Dimension. The results of the 
regression indicated that the four predictors explained 43.1% of variance, R square= 
0.431. 
Beta value is 0.004 which indicates positive impact of Retail Merchandize dimension 
on Gratification shopping motive dimension. 
Sig. value is = 0.901 which is greater than 0.05 hence Retail Merchandize has no 
significant impact on Gratification shopping motive dimension. 
H059:- There is no significant impact of Shopping Convenience Dimension on the 
Gratification Shopping Motive Dimension 
Multiple Regression analysis was used to test if the Shopping Convenience dimension 
has a significant impact on the Gratification Motive Dimension. The results of the 
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regression indicated that the four predictors explained 43.1% of variance, R square= 
0.431. 
Beta value is 0.147 which indicates positive impact of Shopping Convenience 
dimension on Gratification shopping motive dimension. 
Sig. value is =0.000 which is less than 0.05 hence Shopping Convenience has a 
significant impact on Gratification shopping motive dimension. 
Ho6o:- There is no significant impact of the Atmospherics Dimension on the 
Gratiflcation Shopping Motive dimension. 
Multiple Regression analysis was used to test if the Atmospherics dimension has a 
significant impact on the Gratification Shopping Motive Dimension. The results of the 
regression indicated that the four predictors explained 43.1% of variance, R square= 
0.431. 
Beta value is -O.OOlwhich indicates negative impact of Atmospherics dimension on 
Gratification shopping motive dimension. 
Sig. value is =0.964 which is greater than 0.05 hence Atmospherics has no significant 
impact on Gratification shopping motive dimension. 
Ho6i:- There is no significant impact of the Retail communication dimension on 
the Gratiflcation motive dimension 
Multiple Regression analysis was used to test if the Retail communication dimension 
has a significant impact on the Utilitarian Motive Dimension. The results of the 
regression indicated that the four predictors explained 43.1% of variance, R square= 
0.431. 
Beta value is -1.454 which indicates negative impact of Retail Communication 
dimension on gratification shopping motive dimension. 
Sig. value is =0.146 which is greater than 0.05 hence Retail Communication has no 
significant impact on gratification shopping motive dimension. 
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4.8 Correlation Analysis Results of difTerent shopping motives 
Table 4-59 : Correlation Analysis of Utilitarian and Socialization Shopping Motive 
Correlations 
UTILITARIAN 
SOCIALIZATION 
Pearson Correlation 
Sig. (2-tailed) 
N 
Pearson Correlation 
Sig. (2-tailed) 
N 
UTILITARIAN 
1 
1200 
0.021 
0.476 
1200 
SOCIALIZATION 
0021 
0.476 
1200 
1 
1200 
Table 4-60: Correlation analysis of Socialization on Gratification shopping 
motive 
Correlations 
SOCIALIZATION 
GRATIFICATION 
Pearson Correlation 
Sig. (2-tailed) 
N 
Pearson Correlation 
Sig. (2-tailed) 
N 
SOCIALIZATION 
1 
1200 
0.084** 
0.004 
1200 
GRATIFICATION 
0.084 
0.004 
1200 
1 
1200 
**. Correlation is significant at the 0.01 level (2-tailed). 
Table 4-61: Correlation Analysis of Utilitarian on Gratification Shopping Motive 
Correlations 
UTILITARIAN 
GRATIFICATION 
Pearson 
Correlation 
Sig. (2-tailed) 
N 
Pearson 
Correlation 
Sig. (2-tailed) 
N 
UTILITARIAN 
1 
1200 
-0.160** 
0.000 
1200 
GRATIFICATION 
-0.160** 
0.000 
1200 
] 
1200 
**. Correlation is significant at the 0.01 level (2-tailed). 
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Ho62:- There is no correlation between Utilitarian Motive Dimension and 
Socialization Motive dimension 
After running the correlation analysis it has been found that Sig. = 0.476 which is 
greater than 0.05 and hence no correlation exist between Utilitarian motive dimension 
and Socialization motive dimension 
H063:- There is no correlation between Utilitarian motive dimension and 
Gratification Motive dimension 
After running the correlation analysis it has been ft)und that Sig. = 0.000 which is less 
than 0.05 and hence there exist a significant correlation between Utilitarian motive 
dimension and Gratification motive dimension 
H064:- There is no correlation between Socialization Motive dimension and 
Gratification Motive dimension 
After running the correlation analysis it has been found that Sig. = 0.004 which is less 
than 0.05 and hence there exist a significant correlation between Socialization motive 
dimension and Gratification motive dimension 
4.9 Summary of the hypothesis testing results 
4.9.1 Hypothesis of Differences 
Table 4-62: Hypotheses of differences results 
Age 
Gender 
Marital 
Status 
Income 
Education 
Time 
Spent 
Frequency 
of vists 
Retail 
Mercha 
ndize 
Sig 
NS 
Sig 
Sig 
Sig 
Sig 
NS 
Shopping 
Convenie 
nee 
Sig 
NS 
Sig 
Sig 
Sig 
Sig 
NS 
Atmosphe 
rlcs 
NS 
NS 
NS 
NS 
NS 
Sig 
NS 
Retail 
Communic 
ation 
NS 
NS 
NS 
NS 
NS 
NS 
NS 
Utilitarian 
Motive 
Sig 
NS 
NS 
NS 
Sig 
NS 
NS 
Socializ 
ation 
Motive 
NS 
NS 
NS 
NS 
NS 
Sig 
Sig 
Gratificat 
ion 
Motive 
Sig 
NS 
NS 
NS 
Sig 
Sig 
NS 
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4.9.2 Hypothesis of Association Results 
Table 4-63: Hypotheses of association results 
Utilitarian 
Motive 
Dimension 
Gratification 
Motive 
Dimension 
Retail 
Merchandize 
NS 
NS 
Shopping 
Convenience 
Sig 
Sig 
Atmospherics 
NS 
NS 
Retail 
Communication 
Sig 
NS 
Chapter summary 
In this chapter analysis of the data collected from the sample has been done. 
Demographic profile of the shoppers as a whole and also the city wise break up has 
been done. Factor analysis of the research instrument was carried out, in which 54 
variables were reduced to 52 variables under seven factors named as Retail 
Merchandize, Shopping Convenience, Atmospherics, Retail Communication, 
Utilitarian Motive Dimension, Socialization Motive Dimension and Gratification 
Motive dimension. After that Store Image attributes considered as important by the 
shoppers has been identified. To test the analysis of Differences ANOVA and T-test 
were performed. To test the hypothesis of association Multiple Regressions was 
performed. To test whether a significant Relationship exists between Different 
shopping motivations correlation analysis was performed. Results of the hypothesis 
testing have been reported. 
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Chapter 5 
Findings and Conclusions 
This chapter is divided into eleven parts. The first part discusses identification of 
important selection attributes. The second part discusses Influence of Demographic 
Variables on Consumers' Retail Store Image and Shopping Motivations. The third 
part discusses the impact of Store image attributes on shopping motives. The fourth 
part discusses the interaction between different shopping motives. Rest of the part 
discusses summary of findings, managerial implications and direction for iliture 
research. 
5.1 Identifications of important selection attribute 
Consumers vary greatly in how, why and where they buy goods and services. Indian 
consumer market is so complex and diverse and the marketing environment is so 
dynamic that it was deemed important to obtain knowledge on the buying behavior of 
this large segment of the market. A literature study (chapter 2) was undertaken on 
factors which may influence store choice and shopping motives. 
The research framework for this study was based on model developed on store choice 
behaviour. This model emphasizes the importance of personal characteristics and 
store image attributes in store choice. The focus of this study is on the consumers in 
Delhi & NCR, Mumbai and Pune. 
A demographic profile of the selected group was compiled. The population looked 
positive for retailing as a result of high population growth rates and rising income 
levels. It is important to take note of these trends which may influence the buying 
behavior. 
The majority of the respondents in this study were between 20 and 30 years. Most of 
them were married. The education level was good as most of the respondents were 
graduates. Most of them belonged to less than Rs. 20,000 per month income group 
The mean and standard error of 24 store image attributes were calculated and 
arranged in descending order The Attributes with mean score greater than 3 were 
considered as important, since this value denoted moderately important on the scale 
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used. The descriptive statistics revealed that respondents rated highly the importance 
of variety, quality, the range of fashion goods and store opening hours. This result 
corresponds to a large extent to most of the studies previously reviewed (Berry 1963, 
Bearden 1977). All other attributes were also considered as important as they have a 
mean score of greater than 3 this is in line with the findings of (Rikhotso, 2010) 
5.2 Influence of Demographic Variables on Consumers' Retail Store Image and 
Shopping Motivations 
5.2.1 Retail Merchandize and Gender 
Of the total sample of 1200 respondents, 633 were men and the remaining 567 were 
women. There were no considerable differences found in the mean values of male and 
female respondents with respect to the four retail merchandize attributes. The t-values 
for the attributes were not significant at 0.05 levels. Therefore, the gender of the 
respondents does not significantly influence the attributes these consumers consider 
when evaluating store image. This finding is contrary to the work of many researchers 
(e.g. Chiger, 2001; Marks, 2002; Otnes and McGrath, 2001; and Peter and Olson, 
1999). Also this finding is similar to the finding of (Seuok and Sauls, 2008). 
5.2.2 Shopping Convenience and Gender 
Assessing the influence of Shopping Convenience on gender no considerable 
differences were found in the mean values of male and female respondents. This 
implies that the gender of the respondents does not significantly influence the 
Shopping Convenience attributes these consumers consider when evaluating store 
image. This finding is contrary to the work of many researchers (e.g. Chiger, 2001; 
Marks, 2002; Otnes and McGrath, 2001; and Peter and Olson, 1999). This finding is 
in line with findings of (Jantan and Kamruddin, 1999), (Gundala 2010), (Berry, 1999) 
and (Bearden, 1977) 
5.2.3 Atmospherics and Gender 
As there were no considerable differences found in the mean values of male and 
female respondents with respect to the atmospherics attributes. This means that 
gender of the respondents does not significantly influence the atmospheric attributes 
these consumers consider when evaluating store image. This finding is contrary to the 
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work of many researchers (e.g. Chiger, 2001; Marks, 2002; Otnes and McGrath, 
2001; and Peter and Olson, 1999). Finding is similar to the finding of (Kumar, Garg 
and Rahman, 2010) 
5.2.4 Retail Communication and Gender 
Of the total sample of 1200 respondents, 633 were men and the remaining 567 were 
women. There were no considerable differences in the mean values of male and 
female respondents with respect to the retail communication attributes. The t-values 
for the attributes were not significant at either the 0.05 levels. Therefore, the gender of 
the respondents does not significantly influence the attributes these consumers 
consider when evaluating store image. This finding is contrary to the work of many 
researchers (e.g. Chiger, 2001; Marks, 2002; Otnes and McGrath, 2001; and Peter and 
Olson, 1999).his finding is similar to the findings of (Martineau, 1954) and 
(Terblanche, 1998). 
5.2.5 Utilitarian Shopping Motive and Gender 
Assessing the influence of gender on Utilitarian shopping motive it was found that 
there were no considerable differences in the mean values of male and female 
respondents. The t-values for the attributes were not significant at 0.05 levels. 
Therefore, the gender of the respondents does not significantly influence the attributes 
these consumers consider when shopping from Utilitarian perspective. This finding is 
in line with the finding of (Noble, Griffith and Ajdei, 2006) 
5.2.6 Socialization Shopping Motive and Gender 
There were no considerable differences found in the mean values of male and female 
respondents with respect to the Socialization Shopping Motive Dimensions .The t-
values for the attributes were not significant at 0.05 levels. This means that the gender 
of the respondents does not significantly influence the attributes these consumers 
consider when shopping fi:om Socialization perspective. This finding is contrary to the 
findings of (Wolin and Kargaonkar, 2003) 
5.2.7 Gratification Shopping Motive and Gender 
No considerable differences were found in the mean values of male and female 
respondents with respect to the Gratification Motive Dimensions. The gender of the 
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respondents does not significantly influence the attributes these consumers consider 
when shopping from Gratification perspective. This finding is contrary to the findings 
of (WoHn and Kargaonkar, 2003) 
5.2.8 Retail Merchandize and Age 
The respondents were divided into four categories (A) younger than 20 years of age, 
(B) 20to 30 years of age, (C) 30-40 years of age and (D) 40-50 years of age. One way 
ANOVA was run to was used to determine differences based on age. The F value was 
significant at 0.05 levels for all the Retail merchandize attributes, which means those 
different age groups are significantly different fi-om one another concerning the 
importance of retail merchandize attributes. Findings indicate that less than 20 years 
age group gives more importance to quality of merchandize while all other age groups 
give more importance to variety of merchandize. This finding is in line with findings 
of (Jantan and Kamruddin, 1999) 
5.2.9 Shopping Convenience and Age 
In order to assess the influence of retail merchandize dimension on age one way 
ANOVA was performed The F value was significant at 0.05 level for all the shopping 
Convenience attributes, which means that different age group are significantly 
different from one another concerning the importance of Shopping Convenience 
attributes. Findings indicate that less than 20 years age group gives more importance 
to ease of parking facilities; convenient payment facilities and convenient store hours, 
age group 20-30 years give importance to location of the store and store hours. Age 
group 30-40 years give more importance to store opening hours and payment facilities 
and age group 40-50 years give importance to store hours and Checking out time. 
This finding is in line with findings of (Jantan and Kamruddin, 1999) 
5.2.10 Atmospherics and Age 
One way ANOVA was run to was used to determine differences based on age. The F 
value was not significant at 0.05 levels for all the Atmospherics dimensions, which 
means that different age group does not significantly differ from one another 
concerning the importance of Atmospherics dimension. This finding is contrary to the 
findings of Moye (1998) as well as the findings of (Visser, Preez and Noordwyk, 
2006). 
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5.2.11 Retail Communication and Age 
To assess the influence of age on Retail Communication dimensions one way 
ANOVA was run. The F value was not significant at 0.05 levels for all the Retail 
Communication dimensions, which means that different age group does not 
significantly differ fi"om one another concerning the importance Of Retail 
Communication dimension. This finding is contrary to the findings of Visser, Preez 
and Noordwyk (2006). 
5.2.12 Utilitarian Shopping Motive and Age 
To analyze the influence of age on Utilitarian shopping motive dimension one way 
ANOVA was run. The F value was significant at 0.05 level for all the utilitarian 
motive dimensions, which means that different age group are significantly different 
from one another concerning the importance of utilitarian shopping motive 
dimensions. Findings indicate that less than 20 years age group gives more 
importance to value for money. Age group 20-30 years gives importance to find the 
product that they need .Age group 30-40 years and 40-50 years give importance to the 
product that they need. This finding is in line with finding of (Carpenter, 2006) 
5.2.13 Socialization Shopping motive and Age 
To assess the influence of age on socialization shopping motive dimensions one way 
ANOVA was run. The F value was not significant at 0.05 levels for all the 
Socialization motive dimensions, which means that different age group does not 
significantly differ fi^om one another concerning the importance of Socialization 
motive dimension. This finding is contrary to the finding of Carpenter (2006). 
5.2.14 Gratification Shopping Motivation and Age 
For studying the influence of age on Gratification motive dimension one way 
ANOVA was run. The F value was significant at 0.05 level for all the gratification 
motive dimensions, which means that different age group are significantly different 
from one another concerning the importance of gratification Shopping motive 
dimensions. Findings indicate that less than 20 years age group gives more 
importance to have a break fi-om daily routine and to forget about day to day anxiety. 
Age group 20-30 years and 30-40years give importance to forget about day to day 
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anxiety. Age groups 40-50 years give importance to the going for shopping as it feels 
better. This finding is similar to the findings of Carpenter (2006). 
5.2.15 Retail Merchandize and Marital Status 
Of the total sample of 1200 respondents, 770 were married and the remaining 430 
were unmarried. There were considerable differences in the mean values of married 
and unmarried respondents with respect to the Retail Merchandize Dimensions .The t-
values for the attributes were significant at the 0.05 level. Therefore, the marital 
status of the respondents significantly influences the attributes these consumers 
consider when evaluating Retail Merchandize dimensions. The unmarried shoppers 
give importance to the range of fashion goods while married shoppers give 
importance to prices with respect to competitors. This finding is in line with findings 
of (JantanandKamruddin, 1999). 
5.2.16 Shopping Convenience and Marital status 
There were considerable differences in the mean values of married and unmarried 
respondents with respect to the Shopping Convenience Dimensions. The t-values for 
the attributes were significant at the 0.05 level. Therefore, the marital status of the 
respondents significantly influences the attributes these consumers consider when 
evaluating Shopping Convenience dimensions. The unmarried shoppers give 
importance store opening while married shoppers give importance to the payment 
facilities. This finding is in line with findings of (Jantan and Kamruddin, 1999) 
5.2.17 Atmospherics and Marital Status 
Assessing the influence of marital status on atmospherics dimension no considerable 
differences were found in the mean values of married and unmarried respondents 
with. The t-values for the attributes were not significant at the 0.05 level. Therefore, 
the marital status of the respondents does not significantly influences the attributes 
these consumers consider when evaluating atmospheric dimensions. This finding is 
contrary to the findings of (Carpenter and Moore, 2006) 
5.2.18 Retail Communication and Marital status 
Of the total sample of 1200 respondents, 770 were married and the remaining 430 
were unmarried. There were no considerable differences in the mean values of 
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married and unmarried respondents with respect to the Retail Communication 
attribute. The t-values for the attributes were not significant at the 0.05 level. 
Therefore, the marital status of the respondents does not significantly influences the 
attributes these consumers consider when evaluating retail communication 
dimensions. This finding is contrary to the findings of (Carpenter and Moore, 2006) 
5.2.19 Utilitarian Sliopping Motive and Marital status 
No considerable differences in the mean values of married and unmarried respondents 
were found with respect to the Utilitarian shopping motive dimension. The t-values 
for the attributes were not significant at the 0.05 level, hi this study, therefore, the 
marital status of the respondents does not significantly influences the attributes these 
consumers consider when evaluating utilitarian shopping motive dimension. This 
finding is similar to finding of (Westbrook and Black, 1985) 
5.2.20 Socialization Sliopping Motive and Marital status 
There were no considerable differences in the mean values of married and unmarried 
respondents with respect to the Socialization shopping motive dimension. The t-
values for the attributes were not significant at the 0.05 level, hi this study, therefore, 
the marital status of the respondents does not significantly influences the attributes 
these consumers consider when evaluating socialization shopping motive dimension. 
This finding is similar to finding of (Westbrook and Black, 1985) 
5.2.21 Gratification Shopping Motive and Marital status 
Of the total sample of 1200 respondents, 770 were married and the remaining 430 
were unmarried. There were considerable differences in the mean values of married 
and unmarried respondents with respect to the gratification shopping motive 
dimensions .The t-values for the attributes were not significant at the 0.05 level. In 
this study, therefore, the marital status of the respondents does not significantly 
influences the attributes these consumers consider when evaluating gratification 
shopping motive dimensions. This finding is similar to finding of (Westbrook and 
Black, 1985) 
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5.2.22 Retail Merchandize and Income 
Five income groups were identified and the respondents were classified As (A) less 
than Rs .25000, (B) Rs. 25000-5000 (C) Rs. 50000-75000, (D) Rs. 75000-10000 and 
(E) greater than Rs. 100000 per month. One way ANOVA was used to determine 
differences based on Income. The F value was significant at 0.05 level for all the 
Retail Merchandize dimensions, which means that different income group are 
significantly different from one another concerning the importance of Retail 
Merchandise dimension. Findings indicate that less than 25000 income group place 
importance on prices with respect to competitors.25000-50000 group placed 
importance on product variety, 50000-75000 group placed importance on the product 
quality, 75000-100000 group placed importance on the range of fashion goods and 
greater than 100000 group placed importance on all the five merchandize attributes. 
This finding is in line with findings of (Jantan and Kamruddin, 1999) 
5.2.23 Shopping Convenience and Income 
The income groups were identified were (A) less than Rs 25000, (B) Rs. 25000-
50000(C) Rs. 50000-75000, (D) Rs. 75000-10000 and (E) greater than Rs. 100000 per 
month. To determine the differences on the Shopping Convenience dimension based 
on income group one way ANOVA was used. The F value was significant at 0.05 
level for all the Shopping convenience dimensions, which means that different income 
group are significantly different from one another concerning the importance of 
Shopping Convenience dimension. Findings indicate that less than 25000, 50000-
75000 and greater than 100000 income group place more importance on store opening 
hours .25000-50000and 75000-10000 group placed more importance on payment 
facility. This finding is in line with findings of (Jantan and Kamruddin, 1999). 
5.2.24 Atmospherics and Income 
The Classification based on income was (A) less than Rs 25000, (B) Rs. 25000-50000 
(C) Rs. 50000-75000, (D) Rs. 75000-10000 and (E) greater than Rs 100000 per 
month. One way ANOVA was used to determine differences based on Income. The F 
value was not significant at 0.05 level for all the Atmospherics dimensions, which 
means that different income group consumers do not significantly differ from one 
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another concerning the importance OF Atmospheric dimension. This finding is 
similar to finding of (Herstein and Yavetz, 2007) 
5.2.25 Retail Communication and Income 
To determine the differences based on hicome on the Retail Communication 
dimension one way ANOVA was performed. The F value was not significant at 0.05 
levels for all the Retail communication dimensions, which means that different 
income groups do not significantly differ from one another concerning the importance 
of Retail Commimication dimension. This finding is similar to finding of (Herstein 
and Yavetz, 2007) 
5.2.26 Utilitarian Shopping Motive and Income 
Five income groups were identified and the respondents were classified As (A) less 
than Rs 25000, (B) Rs 25000-5000 (C) Rs. 50000-75000, (D) Rs. 75000-100000 and 
(E) greater than Rs 100000 per month. One way ANOVA was used to determine 
differences based on Licome. The F value was not significant at 0.05 levels for all the 
Utilitarian shopping motive dimensions, which mean that different income group, do 
not significantly differ from one another concerning the importance OF Utilitarian 
Shopping motive dimensions. This finding is in line with the findings of (Westbrook 
and Black, 1985) 
5.2.27 Socialization Shopping Motive and Income 
For the analytical purpose the sample was divided into five income groups. To find 
the Differences in the selection of various socialization dimension based on income 
one way ANOVA was run .The F value was not significant at 0.05 levels for the 
entire Socialization shopping motive dimensions, which means that different income 
group; do not significantly differ from one another concerning the importance of 
Socialization Shopping motive dimensions. This finding is in line with the findings of 
(Westbrook and Black, 1985) 
5.2.28 Gratification shopping Motive and Income 
Five income groups were identified and the respondents were classified As (A) less 
than Rs 25000, (B) Rs 25000-50000 (C) Rs. 50000-75000, (D) Rs. 75000-100000 and 
(E) greater than Rs 100000 per month. One way ANOVA was used to determine 
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differences based on Income. The F value was not significant at 0.05 levels for the 
entire Gratification shopping motive dimensions, which means that different income 
groups do not significantly differ from one another concerning the importance of 
Gratification Shopping motive dimensions. This finding is in line with the findings of 
(Westbrook and Black, 1985) 
5.2.29 Retail Merchandize and Education 
The respondents were classified into four groups: (A) High school, (B) Senior 
Secondary School, (C) graduation and (D) post graduation. One way ANOVA was 
used to determine differences based on Income. The F value was significant at 0.05 
levels for all the Retail Merchandize dimensions, which mean that different 
educational qualification group significantly, differ fi-om one another concerning the 
importance Retail merchandize dimensions. Findings revealed that high school group 
placed importance on quality of merchandize while all other groups placed 
importance on variety of merchandize present in the store. This finding is in line with 
findings of (Jantan and Kamruddin, 1999) 
5.2.30 Shopping Convenience and Education 
Based on Educational qualifications the respondents were classified into four groups: 
(A) High school, (B) Senior Secondary School, (C) graduation and (D) post 
graduation. One way ANOVA was used to determine differences based on Income. 
The F value was significant at 0.05 levels for all the Shopping Convenience 
dimensions, which mean that different educational qualification group significantly, 
differ fi-om one another concerning the importance of Shopping Convenience 
dimensions. Findings revealed that high school group placed importance on store 
hours and payment facility, senior secondary school group placed more importance on 
payment facility, and graduation group placed more importance on store opening 
hours while post graduation group placed more importance on payment facility. This 
finding is in line with findings of (Jantan and Kamruddin, 1999) 
5.2.31 Atmospherics and Education 
On the basis of Educational Qualification the respondents were classified into four 
groups: (A) High school, (B) Senior Secondary School, (C) graduation and (D) post 
graduation. To determine the differences based on income one way ANOVA was run. 
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The F value was not significant at 0.05 level for all the Atmospherics dimensions, 
which mean that different educational qualification do not significantly differ from 
one another concerning the importance Atmospherics dimensions. 
5.2.32 Retail Communication and Education 
For the analytical purpose all the respondents were classified into four groups: (A) 
High school, (B) Senior Secondary School, (C) graduation and (D) post graduation. 
One way ANOVA was used to determine differences based on Education. The F 
value was not significant at 0.05 levels for all the Retail Communication dimensions, 
which mean that different educational qualification, do not significantly differ from 
one another concerning the importance Retail Communication dimensions. 
5.2.33 Utilitarian Sliopping Motive and Education 
hi order to assess differences on Utilitarian shopping dimension based on educational 
Qualification One way ANOVA was used. The F value was significant at 0.05 levels 
for all the Utilitarian Shopping motive dimensions, which mean that different 
educational qualification group differ significantly, fi"om one another .Findings 
revealed that high school group and senior secondary School group placed importance 
on value for money, while graduation and post graduation group placed more 
importance on finding the product that they need. This finding is in line with the 
findings of (Westbrook and Black, 1985) 
5.2.34 Socialization Shopping Motive and Education 
The respondents were classified into four categories: (A) High school, (B) Senior 
Secondary School, (C) graduation and (D) post graduation. One way ANOVA was 
used to determine differences based on Education. The F value was not significant at 
0.05 levels for all the Socialization Shopping Motive dimensions, which means that 
consumers having different educational qualification do not significantly differ from 
one another concerning the importance Socialization shopping motive dimensions. 
This finding is in line with the findings of (Westbrook and Black, 1985) 
5.2.35 Gratification Shopping Motive and Education 
For the purpose of analysis all the respondents were classified into four groups: (A) 
High school, (B) Senior Secondary School, (C) graduation and (D) post graduation. 
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One way ANOVA was used to determine differences based on Education. The F 
value was significant at 0.05 levels for all the Gratification Shopping Motive 
dimensions, which mean that consumers having different educational qualification 
significantly differ from one another concerning the importance Gratification 
shopping motive dimensions. 
5.2.36 Retail Merchandize and Frequency of Visits per Week 
Three groups were identified on the basis of frequency of visit per week they were 
(A) once a week, (B) twice a week (C) thrice a week group. One way ANOVA was 
used to determine differences based on frequency of visit per week. The F value was 
not significant at 0.05 levels for all the Retail Merchandize dimensions, which means 
that different groups do not significantly differ from one another concerning the 
importance Of Retail Merchandize dimensions. This finding is in line with findings of 
(Jantan and Kamruddin, 1999) 
5.2.37 Shopping Convenience and Frequency of Visits per Week 
In order to study the influence of frequency of visits per week on shopping 
convenience dimension three groups were identified these include (A) once a week, 
(B) twice a week and (C) daily. One way ANOVA was used to determine differences 
based on frequency of visit per week. The F value was not significant at 0.05 levels 
for all the Shopping Convenience dimensions, which means that different groups do 
not significantly differ from one another concerning the importance Of Shopping 
Convenience dimensions. This finding is in line with findings of (Jantan and 
Kamruddin, 1999) 
5.2.38 Atmospherics and Frequency of Visits per Week 
For studying the atmospheric dimension Three on the basis of frequency of visit per 
week three groups were identified they were (A) Once a week (B) twice a week and 
(C) daily to determine differences based on frequency of visit per week . One way 
ANOVA was used. The F value was not significant at 0.05 levels for all the 
Atmospherics dimensions, which means that different groups do not significantly 
differ from one another concerning the importance Of Atmospherics dimensions. This 
finding is contrary to finding of (Atul, 2013) 
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5.2.39 Retail Communication and Frequency of Visits per Week 
To assess the influence of frequency of visit per week on the retail communication 
dimension three groups were identified, they were (A) Once a week (B) twice a week 
and (C) daily group. One way ANOVA was used to determine differences based on 
frequency of visit per week. The F value was not significant at 0.05 levels for all the 
Retail Communication dimensions, which means that different groups do not 
significantly differ from one another concerning the importance OF Retail 
Communication dimensions. 
5.2.40 Utilitarian Shopping Motive Dimension and Frequency of Visits Per week 
Three groups were identified on the basis of frequency of visit per week they (A) 
Once a week (B) twice a week and (C) daily group. One way ANOVA was used to 
determine differences based on frequency of visit per week. The F value was not 
significant at 0.05 level for all the Utilitarian Shopping motive dimensions, which 
means that different groups do not significantly differ from one another concerning 
the importance OF Utilitarian shopping motive dimensions. 
5.2.41 Socialization Shopping Motive and Frequency of Visits per Week 
For the analytical purpose all the respondents were classified into three groups were 
(A) Once a week (B) twice a week and (C) daily group. One way ANOVA was used 
to determine differences based on frequency of visits per week. The F value was 
significant at 0.05 level for all the Socialization Shopping motive dimensions, which 
means that different groups significantly differ from one another concerning the 
importance of Socialization shopping motive dimensions. Findings revealed that 
shoppers who visit once a week placed more importance on all the socialization 
motive dimensions. 
5.2.42 Gratification Shopping Motive Dimension and Frequency of Visits per 
week 
Three groups were identified on the basis of frequency of visit per week they (A) 
Once a week (B) twice a week and (C) daily group. One way ANOVA was used to 
determine differences based on frequency of visit per week. The F value was not 
significant at 0.05 levels for all the Gratification Shopping motive dimensions, which 
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means that different groups do not significantly differ from one another concerning 
the importance Of Gratification shopping motive dimensions. 
5.2.43 Retail Merchandize and time spent during sliopping per visit 
For the analytical purpose all the respondents were classified into four groups: (A) 
less than Ihr (B) l-3hrs and (C) greater than 3hr. One way ANOVA was used to 
determine differences based on time spent during shopping. The F value was 
significant at 0.05 levels for all the Retail Merchandize dimensions, which means that 
different groups significantly differ from one another concerning the importance of 
Retail Merchandize dimensions. Findings revealed that less than Ihr and 1-3 hours 
group placed more importance on variety of products than greater than 3hr group. 
This finding is in line with findings of (Jantan and Kamruddin, 1999) 
5.2.44 Shopping Convenience and time spent during shopping per visit 
In order to assess the influence of time spent during shopping per visit on shopping 
convenience dimensions the respondents were classified into four groups: (A) less 
than Ihr (B) l-3hrs and (C) greater than 3hr group. To determine differences based 
on time spent during shopping per visit. One way ANOVA was used. The F value was 
significant at 0.05 levels for all the Shopping Convenience dimensions, which means 
that different groups significantly differ from one another concerning the importance 
of Shopping Convenience dimensions. Findings revealed that less than Ihr group 
placed more importance on store opening hours. 1-3 hrs groups placed more 
importance on store opening hours while greater than 3hr group placed more 
importance on location of store. This finding is in line with findings of (Jantan and 
Kamruddin, 1999) 
5.2.45 Atmospherics and time spent during shopping per visit 
Respondents were classified into four groups: (A) less than Ihr (B) l-3hrs and (C) 
greater than 3hr group. One way ANOVA was used to determine differences based on 
time spent during shopping per visit. The F value was significant at 0.05 levels for all 
the Atmospherics dimensions, which means that different groups significantly differ 
from one another concerning the importance of Atmospheric dimensions. Findings 
revealed that less than Ihr group placed more importance on all the atmospherics 
dimensions. 
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5.2.46 Retail Communication and time spent during sliopping per visit 
For the analytical purpose all the respondents were classified into four groups: (A) 
less than Ihr (B) l-3hrs and (C) greater than 3hr group. One way ANOVA was used 
to determine differences based on time spent during shopping per visit. The F value 
was not significant at 0.05 levels for all the Retail Communication dimensions, which 
means that different groups do not significantly differ from one another concerning 
the importance of Retail Communication dimensions. 
5.2.47 Utilitarian Shopping motive and time spent during shopping per visit 
For studying the influence of time spent during shopping per visit on Utilitarian 
Shopping motive all the respondents were classified into four groups: (A) less than 
Ihr (B) l-3hrs and (C) greater than 3hr group. To determine differences based on 
time spent during shopping per visit one way ANOVA was used. The F value was not 
significant at 0.05 levels for all the Utilitarian shopping motive dimensions, which 
means that different groups do not significantly differ from one another concerning 
the importance of Utilitarian shopping motive dimensions. 
5.2.48 Socialization and time spent during shopping per visit 
One way ANOVA was used to determine differences based on time spent during 
shopping per visit. The F value was significant at 0.05 levels for all the Socialization 
dimensions, which means that different groups significantly differ from one another 
concerning the importance of Socialization dimensions. Findings revealed that less 
than Ihr group placed more importance on shopping with fiiends and family. 
Shoppers who visit store for l-3hr and greater than 3 hr placed more importance on 
shopping for fiiends and family. 
5.2.49 Gratification and time spent during shopping per visit 
To determine differences based on time spent during shopping per visit one way 
ANOVA was used. The F value was significant at 0.05 levels for all the Gratification 
shopping motive dimensions, which means that different groups significantly differ 
fi-om one another concerning the importance of Gratification shopping motive 
dimensions 
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5.3 Impact of Store Image Attributes on Shopping Motives 
5.3.1 Impact of Retail Merchandize on Utilitarian Shopping Motives 
In order to assess the impact of retail merchandize on utilitarian shopping motive 
dimension regression analysis was performed. The analysis showed that there is no 
significant impact Retail Merchandizing dimension on the utilitarian shopping motive 
dimension. Further different Retail Merchandizing Strategies have no impact on the 
choices of shoppers who go to shop from utilitarian perspective. 
5.3.2 Impact of Shopping Convenience on Utilitarian Shopping Motives 
To assess the impact of Shopping Convenience on Utilitarian Shopping motives 
multiple regression analysis was performed. The result shows that there is significant 
impact of shopping convenience on Utilitarian shopping motive dimension. That is 
different shopping Convenience strategies have different impact on utilitarian 
shopping motive dimension. 
5.3.3 Impact of Atmospherics on Utilitarian Shopping Motives 
Multiple regression analysis was run to assess the impact of Atmospherics on 
Utilitarian Shopping Motive dimension. It was foimd that there is no significant 
impact on the Atmospherics dimension across UtiUtarian shopping motive dimension. 
That is different atmospherics dimension have no impact on the choices of shoppers 
who go to shop from Utilitarian perspective. 
5.3.4 Impact of Retail Communication on Utilitarian Shopping Motives 
To assess the impact of Retail Communication on Utilitarian Shopping Motive 
dimension multiple regression analysis was run. It was found that there is a significant 
impact of Retail Communication dimension across Utilitarian shopping motive 
dimension. Further different Retail Communication strategies have an impact on the 
choices of shoppers who go shop from utilitarian perspective. 
5.3.5 Impact of Retail Merchandize dimension on Socialization Shopping 
Motives 
To analyze the impact of Retail merchandize on Socialization Shopping Motive 
dimension multiple regression analysis was run. No significant impact of retail 
merchandize dimension on socialization shopping motive was found. That is different 
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retail merchandizing strategies have no affect on the shoppers who come to shop from 
socialization perspective 
5.3.6 Impact of Shopping Convenience dimension on Socialization Stiopping 
Motive 
Multiple regression analysis was run to assess the impact of Shopping Convenience 
dimension on Socialization Shopping Motive dimension. It was found that there is no 
significant impact of shopping convenience on the socialization shopping motive. 
Further different Shopping Convenience strategies have no impact on the choices of 
shoppers who go to shop from socialization perspective. 
5.3.7 Impact of Atmospherics dimension on Socialization shopping motive 
In order to assess the impact of Atmospherics dimension on Socialization Shopping 
motive dimension Multiple Regression analysis was performed. It was found that 
there is no impact of Atmospherics dimension on Socialization shopping motive 
dimension. This means that different Atmospherics strategies have no impact on the 
shoppers who come to shop from Socialization perspective. 
5.3.8 Impact of Retail Communication on Socialization Shopping Motive 
To analyze the impact of Retail Communication dimension on Socialization Shopping 
motive dimension regression analysis was performed. No significant impact of Retail 
Commimication dimension on Socialization Shopping motive was found. This means 
that different retail communication strategies have no impact on the shoppers who 
come to shop from socialization perspective. 
5.3.9 Impact of Retail Merchandize on Gratification Shopping Motive 
In order to assess the impact of retail merchandize dimension on gratification 
shopping motive dimension regression analysis was performed. It was found that 
retail merchandize dimension has significant impact on Gratification shopping 
motives. This means that different merchandizing sfrategies impact differently the 
shoppers who come to shop from gratification perspective. 
5.3.10 Impact of Shopping Convenience on Gratillcation Shopping Motive 
To find the impact of Shopping Convenience dimension on gratification shopping 
motive dimension regression analysis was performed. It was found that Shopping 
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Convenience dimension has significant impact on Gratification shopping motives. 
This means that different Shopping Convenience strategies impact differently the 
shoppers who come to shop from gratification perspective. 
5.3.11 Impact of Atmospherics on Gratification Sliopping Motive 
For studying the impact of Atmospherics dimension on gratification shopping motive 
dimension regression analysis was performed. It was found that Atmospheric 
dimension has significant impact on Gratification shopping motives. This means that 
different Atmospheric strategies impact differently the shoppers who come to shop 
from gratification perspective. 
5.3.12 Impact of Retail Communication on Gratification Shopping Motive 
In order to assess the impact of Retail Communication dimension on gratification 
shopping motive dimension regression analysis was performed. It was found that 
Retail Communication dimension has a significant impact on Gratification shopping 
motives. This means that different Retail Communication strategies impact differently 
the shoppers who come to shop from gratification perspective. 
5.4 Interactions between different shopping motives 
5.4.1 Interaction between Utilitarian and Socialization Shopping Motive. 
After running the correlation analysis to find the interaction between Utilitarian and 
Socialization Shopping motive it has been found that no Correlation exist between 
Utilitarian motive dimension and Socialization motive dimension. 
5.4.2 Interaction between Socialization and Gratification Shopping Motive 
After running the correlation analysis to find the interaction between Socialization 
and Gratification Shopping motive it has been found that there exist a significant 
correlation between Socialization dimension and Gratification motive dimension 
5.4.3 Interaction between Utilitarian and Gratification shopping motive 
After running the correlation analysis to find the interaction between Utilitarian and 
Gratification Shopping motive it has been found that there exist a significant 
correlation between Socialization motive dimension and Gratification motive 
dimension 
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5.5 Summary of the study 
Retailing is one of the dynamic sectors in India and a major part of financial activity. 
The entrance of foreign retail groups in the Indian market has initiated important 
changes in the structure of Indian retailing. The formation of few powerful retail 
groups through merger and acquisitions, investment in technology and modem 
management techniques are included in these changes. These changes forced the 
Indian retailers to adapt with the mew market situations in order to be more 
competitive. Delhi & NCR, Mumbai & Pune the area under investigation are 
considered to be major trade centre in India. 
This study attempted to conceptualize and analyze the relationship between store 
image and consumer behaviour especially shopping motives. This research will focus 
on the role of store image with regard to consumer's impression and patronage, Store 
image plays a significant role in influencing patronage. 
The study was based on primary data an included a field research which was 
conducted in Delhi & NCR, Mumbai & Pune. A convenience sample of 1200 
shoppers was used for data collection. Intercept survey method was used. The 
research questionnaires include 52 questions on store image attributes and shopping 
motives. The questionnaire also contained demographic and in shop timeline 
parameters. For the purpose of measurement a five point Likert scale was used. 
For the statistical analysis of the primary data, descriptive study was used initially. 
Factor analysis, ANOVA, t tests. Correlation and Multiple regression analysis were 
employed. 
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5.6 Summary of findings 
The analysis of the data and some of the hypothesis taken at the beginning of the 
research are listed below 
Table 5-1 Summary of hypothesis testing 
HOI 
H02 
H05 
H07 
H015 
H016 
H021 
H022 
H023 
H029 
H030 
H033 
H041 
H043 
There is no significant difference on the dimension of Retail 
Merchandize across different Age groups 
There is no significant difference on the dimension of Retail 
Merchandize across different Income groups 
There is no significant difference on the dimension of Retail 
Merchandize across Marital status. 
There is no significant difference on the dimension of Shopping 
Convenience across different Income groups 
: There is no significant difference on the dimension of 
Atmospherics across marital status 
There is no significant difference on the dimension of Retail 
Communication across different Age groups. 
H021:- There is no significant difference on the dimension of 
Utilitarian Motive across different Age groups. 
There is no significant difference on the dimension of Utilitarian 
Motive across different Income groups. 
There is no significant difference on the dimension of 
Utilitarian Motive across different Educational Qualifications. 
There is no significant difference on the Socialization 
Dimension across Gender. 
There is no significant difference on the Socialization 
Dimension across Marital status. 
There is no significant difference on the Gratification Motive 
dimension across different Educational Qualifications 
There is no significant difference on the dimension of 
Atmospherics across time spent during shopping per visit 
There is no significant difference on the dimension of Retail 
Communication across Time spent during Shopping per visit 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
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H044 
H045 
H048 
H049 
H051 
H053 
H059 
H063 
H064 
There is no significant difference on the dimension of UtiHtarian 
Motive dimension across Frequency of Visits 
There is no significant difference on the dimension of UtiHtarian 
dimension across Time Spent during Shopping per visit 
There is no significant difference on the Gratification Motive 
dimension across Frequency of Visits per week 
There is no significant difference on the Gratification Motive 
dimension across time spent during shopping per visit 
There is no significant impact of the Shopping Convenience 
dimension on the Utilitarian Motive Dimension 
There is no significant impact of the Retail Communication 
dimension on the Utilitarian Motive Dimension 
There is no significant impact of Shopping Convenience 
Dimension on the Gratification Motive Dimension 
There is no correlation between Socialization motive 
dimensions on Gratification motive dimension 
There is no correlation between Utilitarian motive dimensions 
on Gratification motive dimension 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
The main observations can be concluded as: 
Store Image Attributes: The store image attributes which were highly identified were 
Quality of merchandize, Variety of merchandize, fashion goods and store opening 
hours. All other attributes were also considered as important. 
Retail Merchandize: While shopping shoppers of yoimger age group place 
importance on quality of merchandize, unmarried shoppers give importance to range 
of fashion goods, married shoppers give importance to prices with respect to 
competitors. Less than 25000 income group place importance on prices with respect 
to competitors.25000-50000 group placed importance on product variety, 50000-
75000 group placed importance on the product quality, 75000-100000 group placed 
importance on the range of fashion goods and greater than 100000 group placed 
importance on all the five merchandize attributes. Based on educational qualification 
the findings were that high school group placed importance on quality of merchandize 
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while all other groups placed importance on variety of merchandize present in the 
store. On the basis of time spent during shopping per visit findings also revealed that 
less than Ihr and 1-3 hours group placed more importance on variety of products. 
Shopping Convenience: it was found that less than 20 years age group gives more 
importance to ease of parking facilities, convenient payment facilities and convenient 
store hours, age group 20-30 years give importance to location of the store and store 
opening hours. Age group 30-40 years give more importance to store opening hours 
and payment facilities and age group 40-50 years give importance to store hours and 
checking out time. The unmarried shoppers give importance store opening while 
married shoppers give importance to the payment facilities. It is also found that that 
less than 25000, 50000-75000 and greater than 100000 income group place more 
importance on store opening hours .25000-50000and 75000-10000 group placed more 
importance on payment facility. High school group placed importance on store hours 
and payment facility, senior secondary school group placed more importance on 
payment facility, and graduation group placed more importance on store opening 
hours while post graduation group placed more importance on payment facility. Less 
than Ihr and 1-3 hrs groups placed more importance on store opening hours while 
greater than 3hr group placed more importance on location of store while shopping. 
Atmospherics: 
The study underlined the findings in terms of shopping activity by shoppers, in terms 
of the time spent by the shoppers during retail mall visits. It was found by the 
questionnaire that shoppers, who spend less than one hour per shopping visit, attribute 
all dimensions of atmospherics as a very important shopping attribute for their retail 
mall selection criteria. 
Shopping motives: 
Utilitarian shopping motive: Findings indicate that while shopping consumers of age 
group less than 20 years gives more importance to value for money. Age group 20-30 
years gives importance to find the product that they need .Age group 30-40 years and 
40-50 years give importance to the product that they need. On the basis of educational 
qualifications findings revealed that high school group and senior secondary School 
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group placed importance on value for money, while graduation and post graduation 
group placed more importance on finding the product that they need. 
Socialization shopping motive: Findings revealed that shoppers who visit once a 
week placed more importance on all the socialization motive dimensions. On the basis 
of time spent during shopping per visit. Findings revealed that less than Ihr group 
placed more importance on shopping with fHends and family. Shoppers who visit 
store for l-3hr and greater than 3 hr placed more importance on shopping for friends 
and family. 
Gratification shopping motive: Assessing the elements of gratification shopping 
motive it was found that less than 20 years age group gives more importance to have a 
break from daily routine and to forget about day to day anxiety. Age group 20-30 
years and 30-40years give importance to forget about day to day anxiety. Age groups 
40-50 years give importance to the going for shopping as it feels better. Based on time 
spent during shopping per visit it was found that less than Ihr group placed more 
importance on forgetting day to day anxiety while l-3hrs and greater than 3 hrs placed 
more importance on shopping to have a break from daily routine. 
5.7 Impact of Store image attributes on Sliopping Motives 
The result shows that there is significant impact of shopping convenience on 
Utilitarian shopping motive dimension. That is different shopping Convenience 
strategies have different impact on utilitarian shopping motive dimension, different 
Retail Communication strategies have an impact on the choices of shoppers who go 
shop fi-om utilitarian perspective. It was found that retail merchandize dimension has 
significant impact on Gratification shopping motives. This means that different 
merchandizing strategies impact differently the shoppers who come to shop from 
gratification perspective, different Shopping Convenience strategies impact 
differently the shoppers who come to shop from gratification perspective that 
different Retail Communication strategies impact differently the shoppers who come 
to shop fi-om gratification perspective. 
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5.8 Interaction between different shopping motives 
In order to develop a retail strategy correlation analysis M'as run to find whether there 
is any interaction between different shopping motives. Significant correlations were 
found between Utilitarian and Gratification shopping motives and also between 
Socialization and gratification shopping motives. 
5.9 Managerial implications 
Organized retail sector is growing rapidly and consumers are shifting to shop in 
organized retail stores. Thus understanding of shopping behaviour is a key to success 
for retailers. Retail marketers will have to understand the consumer behavioral 
dimensions that will help to tap the consumer in a better way 
1) The store image attribute implication addresses towards addressing store 
image in the shopper mind creating a personality for the store. This store 
personality is an outcome of the functional and psychological attributes as 
evident from the study ranging from retail merchandize to gratification 
shopping motive. Towards detailing the store image attribute personality 
buildup retailer must focus their attention on the merchandize quality, variety, 
prices and range of fashion goods. 
2) The second dimension towards store image attribute is the convenience to be 
created for shoppers assisting them in experiencing a convenient shopping 
activity. Attention of the retailer must be directed towards aspect for store 
location, parking facilities, convenient hours caring attitude of store 
persotmel's and a good product service and knowledge. 
3) Retail managers must also address their attention to atmospherics elements in 
retail envirormient. These atmospherics dimensions as evident from the 
outcome of the study indicates neatness and comfortable enviromnent affects 
the mood of the shoppers, pleasant smell lighting and music complement a 
mood lift in the retail shopper 
4) Retail communication should form an important visibility enhancing 
dimension for retailers to communicate the need of the shoppers bringing them 
into the store. 
5) The utilitarian shopping motive dimension results indicate the managerial 
implication that the time of retailer is given top priority. Retail managers must 
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restructure shopping services for retailers who are hard press for time and look 
for convenience in term of shopping time and duration. 
6) The socialization result evident from the study have a direct Managerial 
implications in converting shopping activity into a socializing one to address 
the human needs of socializing and spending quality time with their family 
7) The outcome of the gratification motives directs the retailer perspective 
towards creating shopping as a stimulating, refreshing from and energizing 
activity from a mundane boring event. 
Strategies need to be reformulated for converting retailer experience of shoppers 
around these shopping motives which are the outcome of the study and also depicted 
by findings of literature reviewed to address the construct of the study 
5.10 Directions for future Researcli 
On the basis of extensive literature survey and also the insight gained during the 
course of the present study, the following recommendations can be made regarding 
fiiture research directions: 
1. The study was descriptive in nature and more research is needed to delmeate 
the formation of store image. In the light of findings from this study future 
research should be carried out to confirm these findings 
2. The variables determining the store image included in this study were limited. 
Future research should consider other variables which includes the 
explanatory power of the findings 
3. The ability of the respondents to differentiate between very similar stores 
would be another interesting application of the store image management 
technique 
4. There is need for continued research in the area to keep track of the shifts 
occurring in the Retail industry in India. This is all the more necessary as the 
retail industry in its stages of infancy in India. 
5. To gain deeper understanding, it is suggested that detailed researches need to 
be carried out focusing on each of the Retail store image attributes and 
shopping motive dimension identified during the course of the present study. 
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6. A replication of this study could be made to identify the change in perception 
from the perspective of store management. The change overtime will be 
meaningful for the management 
7. Further study should use a broader sampling method by using a more 
representative sample in terms of geography and demographics could achieve 
greater generalisibility. 
8. Instead of focusing on the retail store image attributes and shopping motives 
dimensions future research must concentrate on the dimensions within those 
dimensions. 
9. There is a need to carry out comparative studies that have been carried out in 
India and US. 
10. Future research may perhaps improve upon the methodology adopted in the 
present study. It is hoped that this may lead to the improvement in the quality 
of responses which can probably bring newer findings. 
5.11 Conclusions 
The result of this study revealed that store image is dynamic and developed by a chain 
of influences. Store image is a vital component in retailing strategy influencing 
customers for patronage. The store image attributes considered important by customer 
were the quality, variety of merchandize, fashion goods and store opening hours. Also 
some of the other attributes deemed to be important were convenience of parking and 
location, ease of payment and knowledgeable and courteous sales personnel's. The 
shopping motives considered important were, Shopping for value for money, 
Shopping for product that they need, Shopping to accomplish what they have planned. 
Shopping as the service is good, Shopping for all the needs at a time. Shopping for 
friends & family Shopping with friends and family. Shopping to have a break from 
daily routine Shopping to forget about day to day anxiety. Assessing the impact of 
store image attributes it was found that shopping convenience dimension has an 
impact on Utilitarian and gratification dimension. Also retail communication 
dimension had a significant impact on Utilitarian dimension. Positive correlation were 
found between utilitarian and gratification dimension. Further it was found that 
correlation exist between Socialization and gratification motive dimension. 
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Appendix I 
M F 
Dear Respondents, requesting your participation in a Retail Management study towards Store Image 
Attributes & Siiopping IVIotivations. Please indicate the demographic details and your response for the 
listed statements against the abbreviated options. 
SD= Strongly Disagree, D= Disagree, NAND= Neither Agree Nor Disagree, A= Agree, SA= Strongly 
Agree 
Gender 
Age 
Income (Rs. in Thousand) 
Education 
Marital Status 
Frequency of visits/week 
Time spent in Shopping/ Visit 
<20 20-30 30-40 40-50 >50 
<25 25-50 50-75 75-100 >100 
High School Senior Secondary School Graduation Post Graduation 
Single Married 
Once Twice Thrice Daily 
<lhr 1-3 hrs >3hrs 
Statements 
The product variety is good 
The product quality is good 
The prices with respect to competitors are low 
The store has a good range of fashion goods 
It is easy to find parking facilities 
It is easy to locate the store 
The store hours are convenient 
It is very easy to locate the products 
It takes less time to be checked out 
The payment facility is convenient 
Packaged units are convenient to handle 
The store layout is good 
The store persormel has a very caring attitude 
The store personnel has a very good knowledge 
The store is neat 
The smell is pleasant 
The temperature in the store is comfortable 
The lighting in the store is soothing 
The music in the store suits my mood 
The store has special offers 
There is a new product advertising in the store 
There is a high visibility and display of product in promotion 
I enjoy looking for discounts when I shop 
1 look for bargains when I shop 
I go to shop to find value for money 
I go to shop to fmd the product that I need 
It is important to find the items I am looking for 
It is important to accomplish what I have planned 
It is good to know that my shopping trip is successful 
I go to shop as it consumes less time 
XV 
I go to shop as the service is good 
I go to shop as it is quick 
One can shop for all the needs at a time 
I enjoy shopping for my friends and family 
I like shopping with my friends and family 
I like shopping for others because when they feel good I feel good 
I enjoy shopping around to find perfect gift for someone 
I go shopping to socialize 
I go shopping to enjoy crowds 
Shopping gives me a break from daily routine 
I go to shop to forget about day to day anxiety 
I go shopping to be refreshed 
I go shopping to be energized 
I go to shopping as it feels better 
Shopping makes me feel that I am in my own universe 
Shopping is way to relieve stress 
Shopping is an adventure 
I find shopping stimulating 
1 enjoy shopping just for the fim of it 
I go to shopping when I want to treat myself special 
I go shopping as the shopping enviroimient is exciting 
I go shopping as it is a pleasure 
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ABSTRAa 
Asseising shopper's behavior in retailing scenario in India is of a subject of great relevance for present Indian Retail Industry. The growing need for evaluating 
drivers of retail shopping behavior forms a subject for research and analysis as the retailing environment is continuously changing. Shopper expectations and 
choices are the pivotal change elements. It is pertinent for Indian retailers to understand this aspect v/hich leads a customer towards evaluation of store 
attributes based on their shopping motives. Taking cue from these evaluations, retailers would realign relevant marketing strategies to bring customers to their 
stores. A methodology based on the framework using a qualitative and quantitative framework was incorporated to study the phenomenon. The construct 
consisted of Retail Merchandize, Shopping Convenience, Atmospherics, Retail Communication, Utilitarian, Socialization and Gratification dimensions. A cross 
section of shoppers was intercepted in major north Indian cities to respond to these. Findings on Utilitarian, Socialization, Atmospherics, Retail Merchandize, 
Gratification dimensions towards shopping motives were obtained which emerged as factors drhiing Retail Shopping in India. 
KEYWORDS 
Shopper's Behavior, Retailing, Store Attributes, Shopping Motives. 
INTRODUCTION 
"V<% etailers operate in a competitive environment facing changes in customer needs, demographics, and types of retailing, technology and retail ownership, 
• ^ ^ In such an environment the understanding and prediction of buyers behavior is of great importance. Now a days customer vi/ants more than product 
^'^•-Vquality and variety, that is a combination of multiatributes that creates favorable retailer and store image. As a result It is important for Retail managers 
to determine factors affecting buyer's behavior. 
In order to understand the factors affecting buyer behavior in retailing scenario, various store image attributes were explored which were considered by the 
customer as Important. The customer buying behavior Is affected by the physical environment of the store, the various procedures they have to follow, the 
moment of contact with the personnel's and the core offer of the retailer i.e. product variety, assortment, quality and pricing policy (Morschett et al. 200S). This 
evaluation of the total retailers offer in the customer mind is defined by Martineau (1958) as "Store Image ". 
UTERATURE REVIEW OF STORE IMAGE AND SHOPPING MOTIVATION 
Llndquist (1974/1975) synthesized store attributes into nine dimensions: merchandising, service, clientele, physical facilities, convenience, promotion, store 
atmosphere, institutional factors and past transactions. Among these, product-related considerations (e.g. assortment, quality and price) appeared to be the 
most critical dimensions, while Ghosh (1990) introduced eight elements: location; merchandize; store atmosphere; customer services; price; advertising; 
personal selling; sales incentive programs. In 1994 Bloch et.al examined the effect of mall physical environment on consumers' emotional states and found that 
malls were viewed by consumers as a place not only for shopping, but also for other activities, such as entertainment. 
Thus, Store attributes can be defined as the "summation of all attributes of (Baker,Donovan,1994) product assortment( Grewal 1999) store price format( Bell 
and Lattin 1998) customer service ( Sparks 1995) store as perceived by the shoppers through their experience of that store" (Omar, 1999, p. 103) Store 
attributes were viewed as part of the overall image of a store (Bloemer and Oe Ruyter, 1998). A recent study by Erdem et al. (1999) yielded three store attributes 
- status, merchandise, and price. They found that status was the most important store attfibutes. Towards deciding the most important attribute In choosing a 
store Arnold (1997) and Kim and Jin (2001) found that location being the^most important followed by^)w prices and product assortment were found as 
important store choice criteria in the workot Arnold (1997). The role ofjstore environment was examinp in the sturf/ of Koo (2003) who proposed seven 
components: store atmosphere; location; cmyenient faglitles; value; employee services (EMS); after sale servidls (AFS) 8i merchandising. Bodkin and Lord 
(1997) too concluded ttjat the most importartt reasons for selecting; malls were convenience, presence of a specific store in the mall, services and prices. 
Terblanche (1999) in tm study too highlighted studied the imipact of four dimensions on shopping centre patronage, namely, functional, recreational, socializing, 
and convenience. He fowid that recreation appears to be the major benefit pursued by shoppers that patronize a super regional shopfMng centre. 
Malls visit towards entertainment was studied Ijy Nicholls et^ al. (2000) and he fqgnd that Quiean consumer' visited malls being driven, primarily, by purchasing 
factors while consumers in tlie USA visited theirmall for more diverse reasons, largely revolving around entertaJivnent. FurtNr Nicholls et si. (2002) found that 
today's mall patrons tend to be morejeisure driven than shoppers in the early 1990s. Thus studies have pointed otrt the importance of shonping centre image as 
a critical determinant of consumer patronage decisions (Finn and Louviere, 1996; Sit et al., 2003). 
Motivation is an important factor in understanding behavior. The importance of motivation is reflected in the following definitions. 
Motivation can lie described as the driving force within individuals that impels them to action (Schlffman et al., 1997, p .90). 
Motivation, then, influences people's behavior in the way It stimulates and directs behavior. Therefore, motivation can be represented In terms of Its strength 
and its direction (Solomon, 2002, p.l03).Tauber (1972) conducted an exploratory study to uncover the reasons why people shop. The sample used in the study, 
both men and women, was quite different to samples used in previous studies such as those of Stone (1954) and the Chicago Tribune (1955). These two studies 
focused solely on females. By including men in the sample, the study findings may have been enriched. The most interesting finding from Tauber's study was the 
recognition of non-product motives. Tauber stressed that "an understanding of shopping motives requires the consideration of satisfactions which shopping 
activities provide, as well as the utility obtained from the merchandise that may be purchased" (p. 58), This view provides a new insight on shopping typology. 
Specifically, Tauber's typology is divided into two main categories (pp. 47-48). The first category, personal motives, consists of: 
A) Role playing. This motive relates to the role of the shopper in the society. Housewives tend to view grocery shopping as one of their roles in society. 
B) Diversion. Some people use shopping as a recreational activity. 
C) Self-gratification. In this case shopping is seen as a medium for expressing different emotional states or moods. 
INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT g^ 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access international e-Journal - Included in the international Serial Directories 
http://iircm.org.in/ 
VOLUME NO. 4 (2013), ISSUE NO. 04 (APRIL) ISSN 0976-2183 
d) Learning about new trends. Finding information about new products and model provides motivation for some people to go to the store. 
ej Physical activity. Going shopping is an alternative for doing exercise. 
/ / Sensory stimulation. Some shoppers go to the store in order to gain some sensory benefit. 
The second category of shopping motive category is social: 
a) Social experiences outside the honne. Shopping is viewed as a medium for socializing. 
b) Communication with others having a similar interest. Some people go shopping for the opportunity to interact with others having similar interests. 
cj Peer group attraction. Shopping is a way to self-express, to be with one's peer group or a reference group. 
d) Status and authority. Some people go shopping to gain attention and respect. 
e) The pleasure of bargaining. Shopping brings pleasure through bargaining over the price. 
A later study by Westbrook and Black (1985) concluded that motivation-based shopping typology is the most appropriate way to classify shoppers. This 
framework is viewed as guiding retail strategy formulation as well as advancing efforts to develop more comprehensive theories of shopping behavior. In 
addition, "the consideration of motivation is implicit in extant typologies" (Westbrook and Black, 1985, p. 35). 
Westbrook and Black's shopping typology Is as follows (pp. 86-87): 
a) Anticipated utility. Some people go to the store with the aim of obtaining a particular product. They expect to gain the utility offered by that product. 
b) Role enactment. The idea of this shopping motivation is arguably similar to role playing in Tauber's shopping typology. The motive for going to the store is 
largely affected by the person's role in society, which is culturally defined. 
c) Negotiation. Some people gain satisfaction if they can negotiate the price, believing they gain a good value product. Tauber (1972) named this motive as 
the pleasure of bargaining. 
d) Choice optimization. For some people, shopping is a way to find a suitable product to fulfill their need. 
e) Affiliation. Socializing with other persons in the store is another shopper motivation. Westbrook and Black (1985) added the term of indirect affiliation, to 
express the intention to interact with a particular group. This idea encompasses three of the motives in Tauber's shopping typology: social experiences 
outside the home, communication with others having similar interests and peer group attraction. 
f) Power and authority. Shopping for some people is seen as a means of improving their social position. 
g) Stimulation. Some people go to the store with the main purpose of interacting with the store environment in order to feel stimulated. This shopping 
motive was also raised in Tauber's shopping typology. 
As can be seen, although Westbrook and Black provided different norms and focused on motivation, many of their resulting categories are similar to those 
proposed by Tauber (1972). 
In the retail context, Arnold and Reynolds (2003) stresses that "hedonic shopping motives are similar to the task orientation of utilitarian shopping motives, only 
the task is concerned with hedonic fulfillment, such as experiencing fun, amusement, fantasy and sensory stimulation" (p. 78). 
The hedonic shopping motivation typology developed by Arnold and Reynolds (2003, pp. 80-81) is as follows: 
a) Adventure shopping. According to this motive, going shopping is an adventure. Arnold and Reynolds explain that people with this kind of motive expect to 
gain "adventure, thrills, stimulation, excitement, and entering a different universe of exciting sights, smells, and sounds" (p. 80). 
b) Socio/ shopping. Socializing is the main purpose for some shoppers when they go shopping. 
c) Gratification shopping. Life nowadays is so complex and the level of tension has increased in society. Some people go shopping to ease this tension. 
d) Idea shopping. Shopping could update people's knowledge about the development of new trends and models. 
e) Role shopping. Arnold and Reynolds highlight the concept of this motive by stating "role shopping reflects the enjoyment that shoppers derive from 
shopping for others, the influence that this activity has on the shoppers' feeling and moods, and the excitement and intrinsic joy felt by shoppers when 
finding the perfect gift for others" (p. 81). 
f) Value shopping. Some people go shopping to find a good value product. 
RESEARCH GAPS 
Researchers who investigated store image reported a wide variety of store attributes but no consensus has been reached on the store attributes that should be 
prioritized by the retailers that have impact on consumer buying behavior. Past studies have neglected to investigate differences between clusters of customer 
in terms of priorities they place on different store attributes. Both past and recent empirical studies mostly pertain to USA and European countries. There is 
paucity of research examining shopper behavior in retailing in India. Little attention has been paid to the shopping motivation of consumers. The shopping 
motivations of Indian consumers are largely unexplored which formed the basis for this study. 
E)aRAaED RESEARCH OBJECTIVES OF STUDY 
The study singled out two major objectives on the basis of the literature review done and the research gaps identified. They being 
a) To identify key dimensions that explains shopping motivations among Indian customer. 
b) To explore retail store image attributes influencing shopping motives 
MODEL AND VARIABLES IDENTIFIED f 
The extracted frame of reference for the study was designed as follows which formfed the basis for exploring the objectives of the study by studying the 
interaction. 
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FIGURE 1 
RETAIL MERCHANDIZE 
Retail Merchandising refers to the various activities which contribute to the sale of products to the consumers for their end use. Every retail store has its own 
line of merchandise to offer to the customers. 
Literature has indicated that elements of product mix capture quality and assortments of goods as well as their presentation (Lindquist, 1974). A perception of 
great assortment certainly influences store image and satisfaction with the store (Anselmsson, 2006). Juhl et al. (2002) found that product quality is one of the 
important elements of store image. Hansen and Solgaard (2004) identified that product assortment was the single most influential variable affecting the choice 
of retail formats. 
Pricing either in conjunction or isolation with product policy contributes to a great degree to the retailers positioning and "personality" (McGoldricl<, 1990). The 
retailers pricing policy refers to the monetary costs i.e. the costs of good purchased or to be purchased. Pricing is found to be the most important attributes in 
grocery shopping decisions (Hortman et at., 1990). Further price level has found to be an influential factor in terms of retail format choice and determinant of 
different customer groups( Carpenter and Moore, 2006;) 
SH0PPIN6 CONVENIENCE 
Shopping convenience consists of in store convenience and service convenience the store provides. The in store convenience represent an important attribute of 
a store, in store convenience consists of the store layout and design, which helps customers to plan their trips. They also become skilled in understanding the 
various signs and labels and control their exploration and trip (Bitner, 1990; Spies et al, 1997). The successful layout of the store depends on whether it has clear 
and legible concept. The various labels, information posters and sign can contribute to the concept of layout design in creating a favorable and attractive store 
environment (Spies et al, 1997). 
Service is another important component of shopping convenience. The service provision includes interaction with store personnel's, information enquiries, 
guidance to the location of goods , cashiers, etc. so the relationship between consumer and retailer is enhanced by the service provision which increases the 
customer buying experiences ( Reynolds and Beatty, 1999). 
STORE ATIMOSPHERE , 
Store atmosphere is another important stor(S image attribute. It is an atmosphere which is created b^ combining ^ set of visual elements of the store 
environment (colours, displays, decorative features ease of movement etc) and stimulation of senses( smell, temperature, music and lighting) enabling a 
favorable customer response. Store with favorable atmosphere are likely to increase the positive buying experience (Babin and Garden, 1996). 
UTIUTARIANSHOPPin^JMOTIVATION . _ ' " . 
Utilitarian shopping behavior is characterized by task related, product oriented, rational and extrinsic motivations (Babin et al., 1994), 
SOCIAUZATION 
Social shopping grounded in affiliation theories Qf human motivation reflects socializing aim of shoppers while shopping (Reynolds and Beatty, 1999). 
GRATIFICATION 
Gratification shopping grounde4in tension reduction theories of human motivation involves shopping for relieving stress. (Lee et al., 2001} 
RETAIL COIVIMUNICATION ~ 
Retail Communication consists of special offers by store, new product advertising in the store and high visibility and display of product in promotion (Ghosh, 
1990) 
RESEARCH METHODOLOGY 
The research methodology for the study involved a research design comprising of the Store Image and the Shopping Motives variables. These further comprised 
of sub variables for store image named as Retail Merchandize, Shopping Convenience, Atmospherics and Retail Communication and for Shopping Motives 
named as Utilitarian, Socialization and Gratification. A questionnaire in English was drafted containing Likert scaled items scoring from 1 (Strongly Disagree) to 5 
(Strongly Agree) to measure 52 items. The questionnaire also contained the demographic information. The data obtained by a pilot study was subjected to 
assess its reliability & a value of 0.767 Cronbach Alpha was obtained for the overall construct. Further it was subjected to the scrutinization by industry experts & 
academicians to judge for its validity. A few changes were incorporated on the suggestion of the experts meeting the questionnaire fit to be administered for 
execution for studying the objectives of the proposed study. The questionnaire on the basis of sampling design was subjected to shoppers intercepted post 
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shopping activity. The population for the study consisted of both male and female shoppers who come to shop in shopping malls in Delhi & NCR. Delhi & NCR 
were selected as survey sites as they are planned cities and new stores have started operating in them. The sampling frame consisted of shopping malls in Delhi 
& NCR. In order to have a representative sample a list of selected stores in Delhi & NCR »/as generated. Convenience Sampling, intercept survey method was 
used to collect the data. The sample size consisted of 1200 shoppers as used in the previous studies. 
Some of the limitations were identified in the study. They ranged from non response to partial response by the respondents as they had come for shopping and 
entertainment and did not want to be intercepted for filling a survey. Many were not ready to discuss details of their response as they fell it was bothering their 
shopping visit. Also shopping malls did not appreciate their shopper being disturbed & hence an in shop interception fro collening response was not possible 
and responses were generated only outside the shops. An inside shop response would have generated a more valid data giving further detailed insight to the 
study being conducted. 
FINDINGS 
TABLE 1 
Variable 
Gender 
Age 
Income in Rs 
Educational Qualification 
Martial Status 
Level 
Male 
Female 
Total 
<20 
20-30 
30-40 
40-50 
Total 
<25000 
25,000-50,000 
50,000-75000 
75,000-100,000 
>100,000 
Total 
High School 
Senior Secondary 
Graduation 
Post Graduation 
Total 
Married 
Unmarried 
Total 
Frequency 
685 
525 
1200 
69 
716 
329 
86 
1200 
706 
331 
93 
48 
22 
1200 
36 
68 
728 
368 
1200 
742 
458 
1200 
Percent 
57 
43 
100 
6 
60 
27 
7 
100 
59 
27 
8 
4 
2 
100 
4 
6 
60 
30 
100 
62 
38 
100 
Examination of the respondents (N=1200) indicated a majority of males 57% compared to females 4394.6% of respondents aged < 20 years, 60% aged between 
20-30 years, 27% aged between 30-40 years, 7% aged between 40-50 vears.59% of respondents indicating monthly household income of < Rs2S000, 27% 
indicating income between Rs. 25000-50000, 8% indicated income between Rs.50000-75000 and 4% indicated income between Rs.75000-100000 and 2% 
indicating an income of >100000.4% indicated that they have a high school degree, 6% indicated that they have a Senior Secondary School degree, 60% percent 
indicated that they have a graduation degree and 30% indicated that they have a post graduation degree. A total of 62% percent of sample indicated that they 
are married and 38% indicated that they are unmarried. 
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FIGURE 2 
Store Image Attributes 
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The most important attribute for store selection is Retail merchandize followed by Shopping Convenience followed by Atmospherics followed by Retail 
Communication. Retail Merchandize consisted of Product Quality, Product Variety, Prices with respect to competitors. Fashion and Styling. Among this Product 
Quality were the most important considerations while choosing a store. Prices with respect to competitors were the second most important store attribute for 
selection of a store. The third most important attribute among the Retail Merchandize was Product Variety followed by fashion and styling for choosing a store. 
Shopping Convenience consisted of location of the store, the store opening hours, parking ftltWSS, one stop shopping, the checking out time and ease of 
handling the packaged units, among these location followect.by store opening hours, patldng facilties and d)ecking out time were the most important attributes 
as preferred by customers for selecting a st«e. Atmospherics consisted of Cleanliness, in the store, the tlmperature apjd interior design, width of the aisles, 
carpeting, lightning and music. Among theseSeanliness, temperature lightning music and interior design were the mostA'portant attributes considered by the 
customers while selecting a store. Retail communication consisted of the display of the merchandize and sales promotion and advertizing facilities adopted by 
the stores. Among thes^all the three display advertising anisales promotion were considered as important attributes while selecting a store. The findings have 
been found to be simitar to that by Lindquist {1974/1975), Ajmold {1997) and Kim anttJin (2001) where the most importam attributes for store selection was 
Location, Product Assortments and Low Prices. 
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The shopping motives of the shoppers can be interpreted on the basis of following model: 
FIGURE 3 
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The customer motives for shopping can be divided into three categories, i.e., Utilitarian, Social and Gratification. The utilitarian motives consist of shopping for 
value for money, value for time, shopping for services provided by various retailers and shopping for a sense of achievement. Among these customers prefer to 
shop for value for money followed by services value for time and sense of achievement. The social motive consists of communicating with others having same 
interests, peer group attraction, status and authority. Among these the primary motive for shopping is to have a peer group attraction followed by status and 
authority then communicating with others having the same interest. Gratification consists of shopping for getting a break from daily routine, shopping for 
forgetting day to day anxiety, shopping to get refreshed, shopping for adventure and shopping for pleasure. Among these the primary motive for shopping 
consisted of shopping to get a break from daily routine, shopping to forget about day to day anxiety, shopping to feel better shopping for pleasure and shopping 
for adventure. The findings have been found to be similar to that of Tauber (1972). 
CONCLUSION 
The results of the study present a significant contribution, for both scholars and practitioners. The study reveals an interesting finding about store image 
attributes. Four major attributes were highlighted: Merchandize, Conveniei^ ice, Atmosphere and Retail Corpmunication. All of the attributes are considered as 
important by the customers for selecting a store to shop. The findings from the study suggest that the motivation to shop consist of utilitarian, social and 
gratification seeking motives. More specifically, the findings of this study would seem to suggest that visiting a retail store is more task oriented and rational 
behavior stimulated by extrinsic motivations (Babin et al., 1994|. On ttie contrary Hedonic motivation of visiting a retsilt store appears to ix orily marginal 
(Holbrook and Hirschman, 1982). 
IMPLICATIONS 
The findings suggests a number of implication for store managers, the store managers should improve store image attributes such as Merchandize, Convenience, 
Atmospherics and Retail increase fi'lcjuency of consumer visits. Mall managers should stimulate gratification seeking motives to influence shoppers to stay 
longer and buy more. This requires positioning strategies to focus on motivations of shoppers such as excitement, entertainment, fantasy and fun. 
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